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THE NEW, MODERN 1847 ROGERS BROS. PATTERN 











(Dasentingy NLHOUETTE 








ANNOUNCED BY ADVERTISING CAMPAIGN WRITTEN IN FEMININE ESPERANTO 


Some years ago a society was formed to formulate a universal The pattern possesses the basic, clean-cut stream lines that 
language. They did... and called it “Esperanto.” women demand in all their clothes and accessories. It follows 


: , their ideas ...so sales are bound to follow. It talks their lan- 
But for endless years before that, since women have been women, Lor ee ues ‘ 
an : ace guage ... in itself and in its advertising story. They'll understand 
the feminine world has possessed its own unofficial Esperanto... . e 
; _ : ...and buy! 
a universal language all women understand... the language of style! s 


; cia a We think it’s the biggest news in silverware today and hope that 
So we tell the story of SILHOUETTE in woman’s own language and ; : : ‘ - 

4 ] ; ot you cash in on it by being ready with your stock. 
dip our pens in the colors of style. Our brushes on the Paris : : ’ ’ 


palette. Talk style . . . and use the symbols of style, dear and clear Weare going to give you further particulars regarding this new pat- 
to all women, to illustrate the story. terna little later... Salesrooms: New York, Chicago, San Francisco, 
542. ey: 2 Oe. m= a. oe a = 


INTERNATIONAL SILVER CO [@ 











HARDWARE AGE, published weekly by the JRON AGE PUBLISHING CO., 239 West 39th Street. New York, N. Y.. U. S. A Entered as second 
class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. S. A.) 83.00 per year, Single copies 
25c. each. Vol. 124, No. 8. 
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CATALOGUE 


Send for our cata- 
logue of V & B 
Tools. It includes: 























Axes 
Bits 
Braces 
Chisels 
Hammers 
Hatchets 
Nail Sets 
Nippers 
Pincers 
Planes 
Pullers 
Punches 
Rivet Sets 
Scrapers 
Scutches 
Star Drills 
Tongs 
etc., etc. 


Thin Bit-Keen Edge 
VAUGHAN 


Forged Steel 
HATCHETS 


Drop forged from bars of high grade supersteel. 
: Special heat treatment. Individually tempered— 
& a thin, keen cutting edge that stays keen. Two- 
: toned, easy gripping handles of second growth 
hickory. These and many other exclusive Vaughan 
features have made Vaughan Hatchets favorites 
everywhere. 


Furnished in all patterns—all standard sizes and 
weights. 


VAUGHAN VANADIUM LATHING 
HATCHET 


This is the only lathing hatchet forged from a solid bar of Vanadium 
Alloy Steel. Every sale made brings in new customers. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


J we of Feme Noots 
2114, Carrett Ave.. Chicago, AU’ USA. 
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Acres 


OF 





IAMONDS” ail ad -~ 


A PHILADELPHIA CLERGYMAN made thou- 
sands of dollars for charity with a lecture 
called “Acres of Diamonds.” The gist of 
his lecture was that men search the world 
for wealth and come home and find it in 
their own backyards! Don’t pooh-pooh 
the idea. It’s the truth! And you can 
apply it to your business and the lines 
you handle. For instance, Eveready 
Flashlights. 


We know that some dealers have Ever- 
eadys jumbled up with tennis racquets, 
castor oil, and taleum powder. Ever- 
eadys are all over their place — wasting 
space—and losing sales! To prove that 
this haphazardness is wrong, we took 
twenty stores and arranged the Eveready 
Flashlights in a small space, right in the 
Eveready counter-display cartons. Over 
a period of days, each store averaged an 
increase of 27% on flashlight cases and 
19% on batteries! 


If that isn’t finding money in back- 
yards, we'll swap you an Eveready for an 
oil lantern. It’s definite proof that sales 
of Eveready Flashlights can be increased 
if they’re given continuous proper dis- 
play. Proper display means concentrat- 
ing your Evereadys in one spot. And in 
a place where your customers spend their 
unoccupied moments—such as near the 
cash register or wrapping counter. Above 
all, use the Eveready counter-displays on 
the counter—not back of it or under- 
neath it. Then you save space and attract 
more attention. Make your Eveready 
stock complete, and give it some worth- 
while display. Work with your jobber. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Branches: Chicago Kansas City New York 
San Francisco 


EC) 


Unit of Union Carbide and Carbon Corporation 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


—they sell faster 














Here’s a good example of bad display. Now look at the 
other picture 





Presto! A few swift passes of the hands and you change 
it to a good display 
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he a 2 to 1 proposition, any way you look 
at it. For YOU, Osborn Brushes earn 
twice the profit, on the average, over cheap 
brushes. For YOUR CUSTOMERS, Osborn 
Brushes do twice the work, often more, than 
poorly made brushes. And because they 
are built to do their work right, Osborn 
Brushes bring back at least twice as many 





* COPE, Nghed sRam tes 
) 3 aie ETS 


5 


“repeat” customers as ordinary brushes. 


There must be some reason why Osborn 
Brushes have seen 37 years of successful 
selling. We know the reason and we will be 
glad to explain it—if you ask. 


THE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 


Branch Offices: New York, Detroit, Chicago, San Francisco, Los Angeles 
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4S 1tS own Warm 


COLORS 


Firelight heaters can now be 
obtained in a combination 
of green and white or golden- 
sand and white, as well as 
inthe popular apple green 
and satin black. 
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IT..DELIVER IT 


VERY LIVING THING IS ATTRACTED BY LIGHT : : + an old-time truth, but 
the new Firelight heater has given it an unexpected cash value. 


Put a baby near an open fire, and he will stare at it as long as you let him. Light 
a camp fire in the woods, and wild animals will gather from miles around to 
watch it. Light a Firelight heater, set it in your store window, and it will catch 
the interest of everyone who passes by. 


This elemental, age-old fact has made the new Firelight Perfection the most 
popular oil heater ever built. Dealers have found that if they light it, it sells. 


12 In An Afternoon 


At Jackson, Miss., the Heidelberg Furni- 
ture and Rug Company sold four Fire- 
lights and eight or ten other models on 
one chilly Saturday afternoon by lighting 
them and placing them along the aisles 
in different parts of the store. 


Sold 72 


Another Jackson dealer, the Jackson 
Hardware Company, sold 72 heaters by 
placing several in a row just inside the 
door, and putting lighted electric light 
bulbs in them. 


A Cheery Alabama Window 


The display of a completely furnished 
parlor with a lighted Firelight heater in 
the center attracted a great deal of favor- 
able attention to the windows of the Wells 
Furniture Company at Mobile, Ala. 


Draws Customers Into Store 


The Eastern Outfitting Company of San 
Francisco find that their most successful 
sales method is not only to spot Firelights 
around over their store, but to keep one 
lighted at the entrance, whereits brilliance 
and warmth draw many people in. 


Makes a Bill Collector wreicome 


Perhaps the most original use of the Fire- 
light is made by the Clark Furniture 


ww 


Company of Burlington, N. C. This dealer 
insures a welcome for his collectors by 
giving them Firelight heaters to demon- 
strate on their rounds. 


Ww 


We could multiply these instances many 
times. But in all of them the story would 
be the same: it is the heater itself, not 
any elaborate display built around it, 
which makes it sell. The only sales ma- 
chinery you need to duplicate the biggest 
success made by any dealer is a stock of 
the new Firelight heaters, a supply of 
kerosene and a box of matches. 


Make This Test 

Fill ten Firelights and take them to the 
homes of your customers. Leave them 
there a few days. At the end of that time, 
go back and see how many must be taken 
back to your store. It won’t be many. 


Weather Profits 

We have a most effective plan for making 
room heater sales go up as the mercury 
goes down. Ask our salesman about the 
“weather campaign,” or write to the 
nearest Perfection district office for in- 
formation and proofs of cuts to be used. 


PERFECTION STOVE CO. : Cleveland, Ohio 


Oil Burnin g Room Heaters 
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A True Stotv of a 


West Coast Jobber and 
a Dealer Who Traded 





Old Ideas For New. 


An exact conversation between a jobber’s executive and the 
head of this company—which occurred a few weeks ago: 


Jim: “Well, Mr. Bosley, I had a very illuminating experience today and I am 


sure you will enjoy it as much as I did.” 


Mr. Bosley: “How’s that, Jim? Tell me about it.” 


Jim: “I called on the Henry Hardware Company across the river. 
will remember good old Bob Henry has been one of our staunch, loyal 


dealers for many years.” 


Mr. Bosley: “Yes, I’ve heard of old Bob Henry... 
a. 


and he knew my grandfather, 


Jim: “Well, last winter when you were in California I happened to drop in 


and we were talking about general lines and Mr. Henry made the remark, 


. . we need some 


‘Well, Jim, I think we will put in some young fellows . 
new blood in here.’ Well, Mr. Bosley, I was rather up a tree for a minute, 
but old Bob Henry has always been such a good friend of ours that I didn’t 
hesitate to say, ‘Well, Bob, you are likely to make a big mistake and I think 
you should think it over very seriously before you change your policy .. . 
you have been buying from us over forty years and have always discounted 


your bills. You may not think you are so snappy or up-to-the-minute as 


some of the others, but you have been getting nice business and have been 


very successful at it.’ 


we have changed a lot.’ 





have been chuckling about it ever since .. . 





q “Well, Mr. Bosley, I happened in on the Henry Company and Bob wasn’t 
there, but there was a new buyer in the place... a young fellow with a lot 
of pep ... and I asked him why he wasn’t buying Scranton Hammers any 
more and he came right back with a snappy answer and said, ‘Why, we 
have some new young blood in here now and we don’t buy Scranton any 


more ... we are buying Delaware Hammers and Colorado Hammers .. . 


“You know, Mr. Bosley, it gave me a lot of pleasure to be able to tell him 
that they certainly had changed a lot, because they now owe us $43,000. I 
this new blood idea.” 
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ROSLEY’ 





The moral, if any, is - - - -- 


that changed habits of competition are not necessarily met by buying, but by 
better habits of selling. The great majority of all buyers, men or women, go 


- to a definite place to satisfy their wants and they assume the prices of that store 


to be satisfactory. 

They buy the same as you do. You get “habited” to buying from one or two 
jobbing houses. They go along with you in good and bad times. They may 
not always be right in their selection or their judgment, but at least they do 
what they think is best, and make mistakes the same as the rest of us. 

Last year a jobber’s buyer in the middle west bought a lot of cheap weather- 
strip and, as their buyer said, “had a rotten year.” He won’t get off the track 
again. 

There are a lot of things to be considered in buying. The chain store wants 
to wean away your customers by price plus display. Well, in weatherstrip, 
which happens to be our business, you can put a box of Bosley’s best (called 
Bomeco) on the counter and stick right beside it Nu Strip (for example, a 
cheaper line) and if you can’t show your trade (who have confidence in you) 
the difference . . . then your prestige as a merchant isn’t well established. 

We, of course, realize that a person who has only $40 can’t buy a $60 suit of 
clothes. You can always carry competitive items. We make different types of 
weatherstrip for various purposes and at various prices, as illustrated. But 
there is always a reason for a high priced item and if that redson is sound... 
the majority of people will buy it. 

The greatest asset the hardware dealer has is his acquaintanceship. He is known 
and has the basic confidence of many people. We manufacturers, jobbers, mer- 
chants, must all step up to this new situation and sell and maybe learn all over 
the art of selling and bringing people in, but—don’t waste your vital time in 
buying. Work with your friend, the jobber, on that. 














“Kopar” 


“Ameco” 


THE D. W. BOSLEY COMPANY, CHICAGO 





Weather Strip 


TRADE MARK REGISTERED 

















HARDWARE AGE for AUGUST 22, 1929 








The Pickett Hardware Co. of Warren, Pa., is only one of the larger users of Duluth methods. They found it paid them well. 


What Are the Best Managed Stores Doing to 
Increase Sales Without a Corresponding 
Increase in Overhead? 


This question is answered in a booklet entitled “Practical Aids to the Independent Mer- 
chant,” published by the U. S. Department of Commerce. 


1. “It has been demonstrated that the attractive display of goods and scientific location of 
related departments, will have a material effect on sales. 


2. “The study indicates that effective store planning holds an important place among those 
factors which are responsible for increased sales, without increasing the operating ex- 
pense. 

3. “Buying is closely scheduled to fit the estimated needs—turnover is increased—a cleaner 


stock maintained—and the store takes on a new tone which is immediately appreciated 
by the customers.” 


Duluth Merchandising Service will get the above results. 


Mr. F. A. Wicker, of Herr & Company, Lancaster, Pa., writes: 
“We take this opportunity to express to you our appreciation of the satisfaction we are receiving from 
Duluth equipment, installed by you approximately a year ago. We find it is very economical both in saving 
time in serving our customers and in carrying a much reduced and more active stock.” 


WRITE TODAY FOR COMPLETE INFORMATION 
WHAT “DULUTH” EQUIPMENT HAS DONE FOR HERR & COMPANY IT CAN DO FOR YOU. 
Don’t wait until mail order or chain store competition forces you to make a change. It will be profitable 


for you to investigate thoroughly the results Duluth methods are getting for other merchants. We shall be 
glad to tell you. Ask for Booklet A89. 


‘DULUTH SHOW CASE CO., DULUTH, MINN. 




















DULUTH 


STORE EQUIPMENT 
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LAWN FENCE 
IS THE TREND 
TODAY! 
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The increasing popularity of lawn fence presents an opportunity for greater 
profit that you cannot afford to overlook. Capitalize on this modern trend. 
Feature Cyclone “Red Tag’? Lawn Fence as one of the most up-to-date 
items in your store. Explain to your customers that Cyclone Lawn Fence 
is the kind of fence that most home owners prefer, It provides absolute 
protection for children, pets, lawn and shrubs. 


== 


Home owners prefer Cyclone Lawn Fence because it’s the brand they have 
known for years. Display the “(Red Tag’’ so they will know you have their 
favorite fence. 


a fd ee 


e—=—— 
—— 
D 


The increasing trend toward fence should also increase 


‘@clone 





“pedjaq” your sales of Cyclone “Complete Fence’’—furnished ; 

| and baobucrs | complete with fabric, posts, fittings, and galvanized steel 

“ ; framework and gates. Estimates supplied covering ma- | OP BEES 
They look for the terials only, or complete erection service. Write for cata- 1 


“Red Tag,” the 
mark of quality. 


Cyclone “Red Tag’’ Wire Screen Cloth 
Easy to sell because it carries the prestige of 
the well-known “Red Tag” label. Standard REG.U.S.PAT. OFF. 
Cyclone quality. Galvanized or painted a 
Fence.’ Gates 


black. 100 lineal feet to the roll. 
Cyclone Fence Company 


© O. F. Co. 1929 
General Offices: WAUKEGAN, ILL. Branch Offices in All Principal Cities 
Pacific Coast Division: Standard Fence Oo., Oakland, Calif. 


log. 















ti l it LI BIS ER 


aa” | Li ila 5 SUBSIDIARY OF 
ee |e int veel UNITED STATES STEEL CORPORATION 








Quality Products PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 


ILLINOIS STEEL COMPANY THE LoRAIN STEEL COMPANY 








AMERICAN BrripGE COMPANY CARNEGIE STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry Dock CoMPANY NATIONAL TUBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 


Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. xfort Distributors—United States Steel Products Company, New York City 
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Low PRICE 


Style W—Ball Bearing 
10-inch wheels 

4 crucible steel biades 

Style X same as le 
but with 9-inch wheels) 









WILL SELL 


THESE 


The same skilled workmen who make 
the famous PENNSYLVANIA Quality 
line of lawn mowers also make the new 


low-priced line of PRIMOS Mowers. 





PRIMOS 


So, in addition to low price, you can 
be sure of quality workmanship and 


MOWERS 


easier, safer profit. 


Your jobber will be glad to furnish 
complete details, with prices, on this 
new low-priced line of PRIMOS 


Mowers. 








Pennsylvania Lawn Mower Works 
1615-35 North 23d Street, Philadelphia, Pa. 


PENNSYLVANIA 


Style Y—Ball Bearing 
-inch wheels 
4 crucible steel blades 


WORKMANSHIP 


WILL KEEP 


THEM SOLD? 








SPI snet 
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Nearly 40 Years Ago 


the Champion Screw Driver en- 
tered the ring of screw driver tool 


competition—physically fit. 


First one tool user, then another 
found it worthy of any engagement 
with any screw within blade ca- 


pacity. 


During all these years it has proved 
its ability to drive screws straight 
home to the satisfaction of every 


user on every job. 











Still the Champion 






Carpenters, electricians, machinists 





and home owners all agree it is 


still: ““The Champion.” 






Note features: Blade forged from 





toughest steel (secured as shown), 






so that it cannot turn in the handle. 






Every blade tested to split a screw 





head. Every handle worthy of the 
blade it holds. 







Sales last year exceeded 280,000 










screw drivers. 








If your Jobber cannot supply 


you, write to us and we will 





refer you to the nearest 


Jobber who will. 





ee 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 









Torrington, Conn. 
New York Office: 151 Chambers Street 
Established 1854 Incorporated 1864 
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rofit-taking is always pleasant f 


Ir the element of speculation could be elim- 
inated, how easy it would be to make money, 
but when the gambling feature is introduced, 
losses may take the place of profits on some 
transactions. The selling price is always un- 
certain. 

q Merchants who bought competitive jar 
rubbers last season found selling prices 
equally unstable. Many brands which for- 
merly sold to the dealer at 60 and 65 cents 
were turned over at 45 to 50 cents and 
dealers who had experienced no difficulty in 
retailing them at 10 cents were forced to meet 
the chain-store price of 5 cents adozen on the 
verysame brands.Thusthegambling element 


found its way into jar ring merchandising. 








«| Jobbers and dealers who continued to put 
their effort on Good Luck rubbers met an en- 
tirely different situation. They made their 
profit this past season exactly as they have 
for a dozen years or more. The reason is that 
Good Luck quality and Good Luck price go 
hand in hand,—from the consumer who does 
not question the price of the rubber she 
knows she can trust, up through the chan- 
nels of distribution, where jobber and dealer 
make their legitimate profit on every sale. 

q Play safe on jar rubbers this year! Stop 
gambling with competitive brands and un- 
certain markets. Profit-taking is an assured 
part of every Good Luck sale! 


no 
4 


ign cuesees 








; RE THE 1E BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 
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In the Crakerjac line of curtain stretchers you find— 
good materials—excellent construction—variety of design 


and size. 


But, what is more important, every style embodies real 
selling features that give your sales people something to 
talk about—something to help make the sale—for in the 
final analysis profits must come from sales. 





PaTENT 
APPLILO 


382, 








urT uP 
vBaR 


Patented easel 
lock is auto- 
matic in action 
— holds frame 
rigid— adds to 
convenience. 











Patented 
guard pin 
adjust able— 
holds curtains 
firmly — elimi- 
mates danger of 
injury to fin- 
gers and stays 
put. 

All metal parts 


hump 
is 


have rustless cadmium plate finish. 





on 






Bena 4 * stretchers 


1 





STERLING WOODENWARE COMPANY 
STERLING, ILLINOIS 
Also makers of Crakerjac Safety Ladder Stools 


NEW! 


We now offer a 5’ x 8’ size Crakerjac 
stretcher packed in individual carton. 


This new size embodies the same prac- 
tical construction and convenient features 
that have made Crakerjac_ stretchers 
popular. 


This new method of packing keeps the 
stretcher clean—makes it easy to stock, 
handle or deliver—increases sales and 
makes more profit for the dealer. Write 
today for complete information and prices. 











"hee! 


C6 Bar. 
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KELLY HAICHETS MADE TO SPECIFICATIONS 


“Perfect” “Flint Edge" “Vulcan” “Standard Brands 
















Hardened head, 
does not break 
nor’mushroom’ 
from driving 
















4—“VWido box-eye 
Binds the 
firmly fa el lock-wedge 
ba <“The best wedging 
{ ; device 
Extra-thin blade 
Beveled More weight in head 
nail-slot es gives perfect 
Will get under e balance 


the nail head 












Blade thicker at center, bursts the chip, 
prevents the thin blade from binding 


Special analysis Chrome steel, 
extra strength, takes TOUGH TEMPER. 


holds keen edge, does not require 
frequent sharpening 


Second growth clear white hickory handle. > ‘ 
full oval grip, fits the hand comfortably.” ’ 


KELLY AXE & TOOL CO., Inc. 


CHARLESTON, W.VA., U.S.A. 
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The TREND 
of the Times! 


The Complete Line 
of Children’s Vehicles 



















for 
Dependable Transportation 
that makes 








Child Happiness— 


Quality Construction and 






Beauty of Design in 






the Complete Line 












V elocipedes—Coaster Wagons—Sidewalk Bikes— 
Scooters — Automobiles — Airplanes — Garden 
Barrows — Doll Carriages, Chairs, Rockers and 
Bassinettes—Juvenile Fibre Rockers 


New York Permanent 
Display Exhibit 
200 Fifth Ave. Chicago Display 

oe 318-319 American 
Furniture Mart, 


Strobel W Wilkin Washington, Penna. 666 Lake Shore 


Company, Inc. Drive, 


33-37 E. 17th St. Factories: Washington, Pa.—Elkhart, Ind.—Toronto, Ont. Space 922 
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The “A” on the head 








what it means 


It is important that the dealer point 
out to his customers the “A” on the 
head of Bethlehem Bolts. The “A” 
means that Bethlehem wishes to become 
known as the manufacturer of these 
bolts. It indicates this Company’s con- 
fidence in Bethlehem Bolts, and entire 
willingness to stand back of them. 


The dealer who carries Bethlehem Bolts 
and Nuts is very likely to convey to his 
customers a favorable impression of his 


BETHLEHEM 


entire store—for the customer knows 
that the dealer who carries a high-grade 
product in one line is almost certain to 
carry dependable merchandise in other 


lines as well. 


The customer quickly discovers the 
superiority of Bethlehem Bolts and 
Nuts. By pointing out the ‘A’ on the 
head and thus making them easy to 
identify, the dealer is laying the founda- 
tion for many a profitable future order. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Phila- 
delphia, Baltimore, Washington, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis, San Fran- 





cisco, Los Angeles, Seattle, Portland, and 


BOLTS ann NUTS = 


Bethlehem Steel Export Corporation, 
25 Broadway, New York City, 
Sole Exporter of our Commercial Products. 











eRe nal —_ 
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NEW BARREL BOLT DEADLATCH 


Revolutionary In Construction 


For All Kinds of Entrance Doors 


Here are the salient features: 


1, Heavy 34-inch hardened and 7. Heavy wrought metal case, 
ground steel bolt, offering either wrought steel, ja- 
greatest resistance to saw, file panned, or wrought brass 
or jimmy. with brush brass finish. 

2. Bolt has %-inch throw, ex- 8. Size of case, 4 x 2% inches. 
tended to 1%/i6-inch when - } ; 
deadlocked. 9, Size of strike, 4 x 2% inches. 

3. Bolt can be held in retracted 10. Strike applied to jamb with 
position if desired. four extra long screws. 

. Hardened steel knob to oper- 
ate bolt from inside. 1]. Yale Pin-tumbler Cylinder. 

5. Spring latch-bolt which auto- 12. Three Yale Keys. : 
matically enters strike when 
door is closed. 13. New—unique—novel—maxi- 

6. Bolt can be deadlocked by mum strength. 
knob from inside and extra 14, A sales booster for the Hard- 
turn of key from outside. ware Trade. 

Heavy Wrought Brass Case, Brush Brass Finish 
No. 5094. Regular Rim Strike, Suggested Retail Price . = « S550 
No. 5094RB Reverse Bevel Strike, Suggested Retail Price . . . 3.50 
Heavy Wrought Steel Case, Japanned 
No. 94 Regular Rim Strike, Suggested Retail Price . $3.00 
No. 94RB Reverse Bevel Strike, Suggested Retail Price 3.00 





THE YALE & TOWNE MFG. CO., 





“Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


YALE MARKED IS YALE MADE 


STAMFORD, CONN., U. S. A. 


Nothing like it has ever been 
offered to the consumer before. 
Every hardware dealer can in- 
crease his sales by displaying a 
sample on his counter. Your 
prospects will be aroused by 
its simplicity and obvious 
strength. Put a mounted sample 
right on the counter where 
your customers can operate and 
inspect it. 





Yale Locks and Hardware 
are Sold by 


Hardware Dealers. 
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Start a chain 
of boosting customers 


That new customer that bought leather came back. He 
brought a-friend who also came back. The friend brought 
another friend — and so on — they bought 


ALLEN’S SOLE STRIPS 


for shoe repairing. They appreciated good leather. Leather 
that cuts well and works well and wears a long time. 

Allen’s Sole Strips have been famous from coast to coast 
for over 40 years. Your satisfied leather customers are buyers 
of Allen’s. They prefer Allen’s and will come back again and 
again for this justly famous leather. 


Sold by 


THE UNITED STATES LEATHER SELLING CORP. 


New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 





NO:T HIN GT ABKAS..THE PLACE OF LEATHER 
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UT you can sell your custom- 
ers lock washers that do not 
tangle —Kantlinks. They save 
time, money and thick blue 
clouds of profanity. Kantlinks 
have greater holding power, and 
they do not rust. 
Up-to-date dealers are stocking 
the new improved Kantlinks in- 


stead of the old-fashioned lock 
washersthat comeoutin bunches. 

Specify Kantlinks on your next 
order for why should anyone buy 
lock washers that tangle when he 
can get better ones that don’t? 
For more information write to 
any one of the manufacturers 
listed below. 


Made and sold under license 
by the Kantlink Manufacturers: 


The American Nut & Bolt Fastener Co. The Mansfield Lock WasherCo. The National Lock Washer Co. 
Pittsburgh, Pennsylvania Mansfield, Ohio Newark, N. J., Milwaukee, Wis. 


The Positive Lock Washer Co. 
Newark, New Jersey 


The Reliance Manufacturing Co. 


Massillon, Ohio 2982 





KANT [LIN 


RS a ee 





SPRING LOCK WASHERS 


DO NOT TANGLE DO NOTRUST 
THEY PAY THEIR ENTIRE COST IN TIME SAVED- SOMETIMES EVEN MORE) 
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24. years of Industrial Service... 
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Prove Monel Metal’s suitability 


... for household equipment 


5.It has no coating to chip, crack or 


N the 24 years since the discovery of 

Monel Metal, it has been used for thou- 
sands of different industrial applications. 
In every case, Monel Metal has conclu- 
sively demonstrated that it has the rugged- 
ness to withstand hard service, and that 
its use helps to lower maintenance costs. 

As a result of the many years of experi- 
ence of many users in many fields, the 
following advantages of Monel Metal 
have become apparent: 


1. It will not rust— 

2. It resists corrosion— 

3. It retains its attractive silvery appear- 
ance— 

4. It is easily cleaned— 








wear off-— 


6. Its natural beauty harmonizes with all 


color schemes— 


7. It has the toughness and strength of 
steel with resulting durability. 


When manufacturers offer you products 


made wholly or part- 
ly of Monel Metal 
you know immedi- 
atelythat these prod- 
ucts are of such high 
quality that they 
will win and hold 
the good-will of 
your best customers. 





National Advertising 


Monel Metal household equip- 

ment is awakening widespread 

consumer demand through 

national advertising in maga- 

zines reaching approximately 

5,000,000 families every month. 
Watch for it! 











Mone! Metal is a technically controlled 
Nickel-Copper alloy of high Nickel con- 
tent. It is mined, smelted, refined, rolled 
and marketed solely by The International 
Nickel Company, Inc. The name ‘‘Monel 







Metal’ is a registered trade 


MONELR 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. ‘& METAY 
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N. O Retailer will turn down the jobber’s salesman 


when he shows the NEW DOO-KLIP PRUNER. He will 
immediately recognize its genuine merit. Sells as soon as 
shown. Pays a good margin. Sold through the Hardware 
trade only. Made by a responsible company. An authentic 
leader. Easy Up and Down Patented Toggle Bolt Action; 
cuts heavier stalks and thicker branches. Cuts branches 
up to 4” diameter with ease, without bruising. 


A quarter-million Doo-Klips in 1929 have proven the sala- 
bility of Doo-Klip Pruners and Grass Shears over other 
types. Get your share of this profitable business. 


The price, $1.50 per pair, is right—the retail dealer’s 
margin, 60 cents on every pair, is an incentive to push 
their sale. Every home owner, florist, nurseryman, gar- 
dener, tree surgeon and farmer is a prospect. DOO-KLIP 
advertising has created a steady demand. Keep DOO. 
KLIPS going. With the FALL pruning season just ahead 
the opportunity is ripe for still greater sales and profits. 


We're ready to work for you and with you to help 
you in adding profits to your business. 





THE ALLIANCE MANUFACTURING COMPANY 
Alliance, Ohio 


When he shows the 
NEW 


——— 


















Jobbers and Jobbers’ Salesmen: 
Write us direct for full particulars. 


Dealers: 
Order a sample from your Jobber or 
from us with privilege of return and 
cash rebate. 








GRASS SHEARS 





PRUNERS 





FERTILIZER SPRAYERS 
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Hangs Straight and Tight 
Without Top or Bottom 
Support 


Strength and Beauty Combined—Both Wires are of the Same Gauge 


In this fence we have combined strength with The wire is made from best Open Hearth Steel 

beauty in a practical manner. It is the most in our own plant by skilled workmen who con- 

rigid and durable poultry fence possible. trol every operation from raw material to fin- 
ished product. 


The new combination of mesh and gauge wire Both Horizontal and Perpendicular wires are of 
is reinforced so securely that it insures a sagless the same full gauge with enough wave in the 
fence requiring no rail support at top or bottom. former to allow for contraction or expansion. 


The Twist Cannot be Opened by Unwinding with Pliers 
a 


The twist is complete and stays put—it cannot be opened by unwinding 
with pliers. %- 

Galvanized before or after weaving. Put up in bales of 150 lin. ft., 2” 
mesh, in No. 19 or No. 20 gauge, 1” mesh in No. 20 gauge wire, in six 
inch widths from 12 to 72”. Backgd by 50 years of experience. 


No dealer can sell a more satisfactory poultry fence. 


Our Other Products Include: 


Hexagon Poultry Netting Cortland Black paaeene 
Graduated Poultry Netting wt Graywic' 
Galvanized Hardware Cloth ite Metal Finish 
Wickwire Premier 
and the following brands Wickwire Bronze 
of Screen Wire Cloth Wickwire Copper 


Miscellaneous Wire Nails and Brads, put up in %4, 2 and 1 Ib. packages, 25 and 50 Ib. boxes. 


me 





Write your Jobber for Full Information and Prices Lies 
flat 
Sareea thd ee eee without 
) ae e — ‘4 when 
“BROTHERS bale 
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Murphy Da-Cote Enamel 


...a product that proclaims 
the standards 


of the store 


There is a good deal of satisfaction, 
as wellas profit, in selling a product that 
renders so fine a service as Murphy 
Da-Cote Enamel. Such a product is a 
credit to the store that sells it, and a 
definite builder of good will. 

It takes the customer just as much 
time and just as much effort to use the 
poorest enamel as to use the finest. If 
he uses the finest, the result is of such 
obviously fine quality that he becomes 
enthusiastic and his first thought is to 
enamel something else. Before he 


that sells it 


knows it, he is doing over everything 
in sight, which is very good for him, 
and very good for you. And it doesn’t 
do us any harm either. 

All of which is reason enough for 
maintaining the high standard of ex- 
cellence to which Da-Cote Enamel 
has always been manufactured. There 
is no substitute for high quality where 
goodwill and continuous profits over a 
long period are at stake. 

MURPHY VARNISH COMPANY 
Newark 


Chicago San Francisco 


There is no substitute 
for quality, and no quality 
that surpasses Da-Cote 








MURBEHY 


FINE 


FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel Transparent Floor Varnish 
Transparent Interior Varnish 
Muronic Enamels 


Da-Cote Varnish Stain 





Univernish (the all-purpose varnish) 


Four Hour Varnish Brushing Lacquer 
Transparent Spar Varnish 


Super Spar Varnish Quick White Enamel 
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FACTORIES 


PORCHES 





ODARK GRAY iGHT RAY ri AD ANY RED ORICH BROWSA 
VSPECIAL TAN VK 4 PARD GREEN Oi Cap ape 








DIXON’S MAINTENANCE FLOOR PAINT—all-purpose—reduces stock and satisfies a varied 
demand. Quality—Price—Profit recommend it! Write for Color Card 40BF and prices. 
Paint Sales Division, JOSEPH DIXON CRUCIBLE CO., Jersey City, N. J. 








=7.\=1 90/8 ,4 
SPRUCE LADDERS 


ee —————————— =~ 


Ladders That Sell Quicker 
and Last Longer 
All Spruce Air Dried op full strength of ma- 


Every Ladder individually made, no machine made 
dders 


All Stock personally selected 


Ladders made to meet specifications of State Labor 
Boards and Commissions of different states 


Write for prices—today. 


W. W. BABCOCK CO., Bath, N. Y. 
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Varspar PAINTS 


score a Grand Slam! 


Plain as the cards on the table . . . Valspar Paints have scored 
another grand slam for Valspar. 


Paint-buyers everywhere have taken to this new Valspar 
Specialties trio. The presence of real Valspar in place of the 
_ old-fashioned, unreliable Japan dryers has established a new 
standard for paint perfection. Valspar arms these finishes with 
the same sterling qualities as all Valspar products... 


Extreme ruggedness and durability! 


Valspar Paints permit dealers to give the kind of eine 
that makes sales and turnover steady. 


Valspar Paints, Varnishes, Stains, Enamels and Lacquer 
enable you to supply a Valspar, now, for every purpose. Make 
sure you carry the complete line! 


VALENTINE’S 


ALSPAR 
FINISHES 


‘WATERPROOF -~ WEARPROOF — WEATHERPROOF 


VALENTINE & COMPANY, 386 Fourth Avenue, New York 
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If you would buy wisely 
and sell profitably, judge not 
by the price but by the quality. 


And if you wonder how 
there can be varying qualities 
in such seemingly prosaic 
products as abrasives, buy the 
different brands that are 
available and make a thor- 
ough comparative test. 


Many a true craftsman 
and many a prominent re- 
tailer will tell you the outcome 
in advance—and then will 
you see the wisdom of selling 
B-A Abrasives, which have set 
the standard in quality since 
1828. 


Samples and prices on re- 
quest. 


BAEDER ADAMSON 
*» COMPANY - 

Richmond St-& Allegheny Ave. 
Philadelphia, Pa. 
THE SFANDARD 8 


Liste nae nee 











REG.U.S.PAT.OFF 


PaintoMister 


THE EVEN PRESSURE SPRAYING MACHINE 


MADE IN U.S.A. 


The Improved Atomister 





ERE are ten important fea- 

tures that you should be 
sure your customer gets when 
you sell him a spraying machine. 
The “Paint-o-Mister” has them 
all. 

1. A Single Nozzle that pro- 
duces both a round and a 
flat spray. 

. A Valve to regulate the flow 
of liquid. 

. A Substantial Hook by 
which to hang the machine 
when not in use. 

. A Two Finger Trigger that 
does not tire the operator. 

. A Handle that gives a full 
pistol grip. 

. A Light Weight, One Piece 
Aluminum Container, hold- 
ing one quart. 

. A Full Pressure Feed Spray 
Gun. 

. Liberally advertised in Na- 
tional magazines—an insur- 
ance of reliability. 

. A Compressing Unit that de- 
velops at least 25 lbs. pres- 
sure. 

. A well-balanced, long life, 
easily lubricated motor. 


Retail Price $39.50 


Includes Spray Gun, Air Compresson Hose, 
etc. 


22 @Painto Mister k=: 


| The Handy “Paint-o-Mister” 
hs Hand Operated 


Retail Price $1.95 


The Handy “Paint-o-Mister” is a better Hand Spray 
for the householder—not a toy or a give-away Hand 
Spray, but a highly developed Spray Gun that does 
a real job, durable and not easily broken. Sold to 
dealers and jobbers in dozen (12) lots or more—at a 
price. 

Ask for quotation and order a sample dozen at once. 


THE ATOMISTER CORPORATION 
39 Hamilton Street, Rahway, N. J. 
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“| think 


I'll paint it cream 


f 


OW many times have your customers 





said substantially this — not only 
about cream, but any other delicate tint? 


It is gradually becoming the chief consider- 
ation in modern decoration — this question 
of permanence of color. Today, property 
owners demand not only color, but color to 
last as long as the paint itself. The effects 
created with the completion of the job must 


retain their newness and freshness. 


If the paint you sell your customer contains 
substantial proportions of the zinc pigments 
. —Zine Oxide and “Albalith’’” Lithopone, 
you can assure him that the tint will be clearer 
and brighter. And you can further assure him 


that the job will remain clear and bright. 


Whiteness—permanent whiteness of the pig- 


ment base of a paint is essential to stability 








New Jersey 


ite, 











“But | want it 


‘ 4 
to remain a cream 


i 


of tint. Zinc Oxide and ‘‘Albalith’”” Litho- 
pone are really white and are permanently 
white pigments. When combined with the 
correct vehicle, they produce paints of ex- 
ceptional brilliancy, permanence of color and 


durability. 


There are other important reasons why you 
should sell these paints, made by all paint 
manufacturers. The booklets “Zinc Oxide 
and Its Application to Paint’ and “’ Litho- 
pone and Its Part in Paint’ tell the whole 
story. Write to The New Jersey Zinc 
Company, 160 Front Street, New York for 


free copies. 


THE NEW JERSEY ZINC COMPANY'S 
ZINC OXIDE AND “ALBALITH” LITHOPONE 


ZINC PIGMENTS IN PAINT 
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facturing high quality goods. 


THE JOHN S. TILLEY 





TILLEY LADDERS 


are the result of seventy-four years’ experience manu- 
Correctly designed, well 


built and perfectly fitted, strongly braced from selected 
air dried material which ensures rigidity and durability. 


These qualifications mean SAFETY and SATISFACTION. 
Complete line of Ladders and Scaffolding. 
Write for Catalog and Prices 


Watervliet, N. 





LADDERS CO. 
A 








RUSH-NU COMPANY 


ALTIMORE MARYLAND ‘ 

















Better Brushes! 


Better brushes mean better busi- 
ness, Oustomers continually come 
back, not only for brushes, but 
for paints and other supplies. 


Hanlon & Goodman Brushes make 

a firm foundation for business 

building, since they are properly 

set in vulcanized rubber. Send 

for catalog and dealer prop- 
osition. 



















HANLON & 
GOODMAN CO. 


342 Madison Ave. 
New York City 





XXX Special 
Kisko Varnish 
\B Extra Extra Kalsomine 
XX Special Trim 
Crackajack Wall 


















Aristo Well 





















PLASTIC WOOD 
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Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve tts appear- 
ance. 

Now Paint, like advertising, can be 
made to work wonders. 

But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 
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ace 16% Sobpame - 
Sao cats Galore 000 CHE HUM-BUG that cheap-price- 


‘3a 4500-2 per-gallon paint saves money 
Sas'0774 | SA — Nailed! 





rai 4661 io Total 






Proved — that quality paint such 
as Patton’s Sun-Proof, on a basis 
of 5-year cost, saves your customer 
over $200 for an average house — 
as against a “saving” of f ess than $4 
on the first cost of cheap paint! 


Who wants to save dollars and 
lose hundreds! Study the chart — 
see ge Sun- Proof 

paint se — and ad- 

vertising plans swat 

the cheap paint Hum- 

Bug! Send for book- 

let,” “Swat the Cheap 

Paint apneic 


































Portland, Ore., Los Angeles, Cal 





Newark, N. J., 
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L INGERWETT 

















[he quickest and 
easiest way to re- 
move paint, varnish, 
Shellac, lacquer 
and enamel. No 
other remover dp 









E. | 


— LINGERWETT removed all 
_ 20 coats in one scraping + ~ 









_ THE WILSON-IMPERIAL COMPANY 
NEWARK, N. J. 
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beClike ae two peas in 
a pod? 


Most standard tubular flash- 
lights are “‘alike as two peas 
in a pod.” The customer. 
therefore, is satisfied with 
almost any make that’s of- 
fered him and buys his flash- 
light wherever he happens 
to be. 


For this reason it’s wise 
selling to offer a distinctive 
choice in flashlights— new 
styles adapted to new uses 
that will really stand out and 
make the customer want to 
come to you. 


Winchester has pioneered 
in flashlight designs just as. 
more than sixty years ago. it 
pioneered in the making of 
fine guns. You will find, in 
the Winchester line. not 
only many improvements in 
the standard tubular styles. 
but flashlights of altogether 
new design. Some of these 
new styles are illustrated 
here. They are selling rapid- 
ty wherever shown and you 
will find it well worth while 
to be the first. in your 
community, to put them on 
display. 





Nis sasaesititiny: gle Mite. genes 





| 









Here’s a | 
Mighty Handy 
Lantern 


Focusing Lantern 


Operates like a flashlight but is built like a lan- 
tern. Small, compact, convenient. Take it up or 
sel it down, slip it in your pocket, clip it to your 
belt or carry it by its bail hanger handle. With its 
blue crystallizing lacquer case and aristocratic nickel 
plated trim, customers call it the handsomest and 


most generally useful type of light they’ve ever 
owned. : 


Focusing 
Searchlight 





Operating on five cells, this giant among flashlights 
throws its brilliant beam almost a quarter of a mile. 


The 
Headlight 





A light that fastens to the head or hatband and 
throws its light wherever the user looks while the 


battery case slips into his pocket and | i 
both hands free. een ee 


Flashlight and 
Radio Batteries 


All standard sizes. All 
of Winchester quality. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 
New York Office and Showroom 
312 Broadway 
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THE BEST VALUE FOR YOUR MONEY 





A Perfect Saw for 
Every Purpose 


No matter what kind of a saw you 
have a call for, you can fill the order 
with an ATKINS. Circular Saws, 
Hand Saws, Cross Cut Saws, Hack 
Saws, Keyhole and Compass Saws, 
Back Saws, Trowels, and Files. 


These are the highest grade products 
in their line. They will pay any 
dealer or jobber a legitimate profit. 


Send for ATKINS Latest 
Catalog, addressing the home 
office at Indianapolis. 


[ATKINS _& 
| | ot : P 


See NY er 
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The Failure of a Successful 


Hardware Man 
A True Story, the Records of 


Which Are in Our Credit Files 





Seta years 

ago a man 
came to us with 
a few hundred 
dollars and said 
he wanted to go 
into the Hard- 
ware Business. 
He was honest, 


decline. 





Statistics of the National Retail Hardware 
Association show that the average retailer’s 
percentage of net profit increases as his sales 
increase up to $50000 a year—at about that 
point his percentage of net profit begins to 


Why? 


give us less and 
less business 
even though his 
own businesswas 
growing. 


Our salesman 
was required to 
spend more time 








industrious. We 
gave him a line of credit which en- 
abled him to start in a modest way. 


Naturally he gave us all his trade. 
His business grew and he pros- 
pered. He had nothing to think 
about except Selling. 


He worked hard because at first 
things were not easy, but he had 
the time to become a friend of all 
his customers, and those friends 
brought other friends to buy from 
him. 


Four or five years later, he was 
discounting his bills and growing 
rapidly. 


By that time, his business. being 
larger, it was more attractive to 
the salesmen of jobbers and man- 
ufacturers and more of these sales- 
men called on him. He began to 


trying to get a 
chance to talk to this merchant 
and still more time in trying to sell 
him what little we did sell him. 
Usually several other salesmen 
were waiting to see him. 


* * * * 


A few weeks ago we were invited 
to attend a meeting of this man’s 
creditors. He owed money to 132 
different concerns, most of them 
suppliers of merchandise—factories 
or jobbers. 


It doesn’t take a great deal of imag 
ination to figure why he went broke. 


For at least the last two years he 
had done nothing but talk to sales: 
men, credit men and collection men. 
Meanwhile the selling end of his 
business went to the devil. 


HIBBARD. SPENCER. BARTLETT & (. 


SHI CAS © 
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TRADE § 


WINDS 


By Liew S. SOULE 


PUTTING PRICE 


HE present tendency of the public toward 

price bying is largely the result of education 

rather than natural inclination. People have 
been consistently taught to buy price. Even the 
independent merchant, whose profits come mainly 
from quality sales, has for years weakened his sell- 
ing arguments and lessened his profits through price 
cutting, special sales of seasonable items during the 
natural sales periods, and selling down in his mer- 
chandise. 


Price buying is not a natural human trait, par- 
ticularly when it involves a cheapening of quality. 
People buy merchandise for two reasons—necessity 
and desire. Essential items of food, clothing, tools, 
household utensils, etc., are purchased because the 
customer has a definite need for them. Special items 
of clothing, food delicacies, extra tools, and house- 
hold equipment not absolutely necessary—in fact the 
bulk of items carried in modern stores—are bought 
because of desire, stimulated often by pride. 


In either case the primary consideration is not 
price. In buying needed items of clothing, such 
things as utility, warmth, comfort and long wear 
come first. In purchases of necessary food, the 
buyer’s first consideration is its value from the stand- 
point of health. In purchasing needed tools, the 
buyer is first influenced by their fitness for the work 
contemplated, their ability to stand up under hard 
usage, and give a reasonable length of service. In 
buying essential household utensils again the pur- 
chaser is naturally inclined to think first. of those 
factors which insure satisfaction of his needs. Price 
is a secondary factor. 


Now do not misunderstand me. Price is, and al- 
ways has been an influencing factor in buying, but 
it is not the primary factor. Natural instinct leads 
the consumer to think first of satisfying his needs. 
After that comes the thought of obtaining the needed 
merchandise at as reasonable a price as possible 
without sacrificing quality. 


Whenever a normal human being buys necessities 





IN FITS PLACE 


on a strictly price basis, he is either financially unable 
to buy quality or has a misconception of value. Com- 
paratively few people in this country are so poor that 
they cannot buy necessary merchandise of fairly 
good quality, therefore the bulk of the price buying 
is based on ignorance of values. 


When it comes to the so-called “desire merchan- 
dise,” price should be still less a factor. Normally, 
in such cases, price is limited only by ability to pay. 
However, instead of stimulating the desire of people 
to buy the best, many merchants have played up 
price, and thereby cheated both the customer and 
themselves. 


Retail merchants are themselves largely to blame 
for the present tendency toward price buying. They 
will have themselves to thank, if the trend again 
takes the normal path of value. 


A prominent merchandiser of footwear recently 
outlined the motives which actuate men in purchas- 
ing shoes. “Intrinsic value” he said. “come first; 
next comes fit, and then style. Price is the last con- 
sideration.” As a matter of fact, footwear manu- 
facturers have so thoroughly sold men on the value 
angle, that price appeal has made very few inroads 
on the shoe merchant’s profits. Now those same 
manufacturers are advertising style, with the idea of 
further increasing sales, and pushing price out of 
the picture. 


After all, the thing we call merchandising is largely 
a matter of giving people what they want. The 
fact that the desires of people can be increased and 
new ones created adds zest to the job. Many de- 
sires are natural; many more are created by those 
interested in sales. If the hardware merchants will 
but do their part toward influencing the desires of 
human beings for the right kind of hardware, we 
will hear less of price and a lot more of profit. On 
the other hand, if they merely follow the breeze, 
catering only to the acquired price habit, we will 
continue to face narrowing margins and vanishing 
profits. 
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Let Your Jobber’s Salesman Help You 


By JOHN A. FINNEGAN 


and advisor is the jobber’s salesman. This is par- 
ticularly true now when the new and changing com- 
petition threaten the independent dealer’s very existence. 

It has been evident for some time that hardware was 
to play a large part in the volume of chain stores, and 
now that chain stores are past the experimental stage 
and new stores are being added as fast as towns can be 
checked and buildings made ready, that this competition 
will be even more intense. 

The forward-looking jobber’s man has foreseen this 
new competition and has been educating himself in chain 
store merchandising methods and is able to tell his retail 
friends how it is done. 

He has debated with himself whether the chain store 
is going to force the independent from the picture, as 
was the case with grocery chains, and has decided that 
because of hardware’s technical nature and the broad 
knowledge required to intelligently sell it plus the ser- 
vice hardware men have always rendered the real inde- 
pendent merchant’s position is secure. Of course, some 
“weak sisters,” unable to cope with competition because 
of “gyp” tactics, inefficiency, failure to get a legitimate 
profit or lack of capital, will eliminate themselves, which 
is natural and logical. 

He knows that the chain’s are in need of men with 
real merchandising ability and capable of training sales 
people in the technique of selling hardware. 

He knows that a few good salaries are to be had by 
the fellows getting in on the ground floor with the chains 
and is possibly momentarily tempted, but after serious 
thought believes he sees a brighter financial future ser- 
ving the independents. 


[ has been said that the hardware dealer’s best friend 


So casting his lot squarely with the independent re- 
tailer, he looks about for ways and means to help. 

His first and biggest job is to convince Mr. Dealer that 
the independent dealer who is on his toes and who keeps 
the right kind of store has nothing to fear. 

His second job is to help him keep that kind of store. 

A real salesman takes it upon himself to find how 
chain stores get their enormous turnover and what 
methods they use. He finds “stock control,” which is 
keeping accurate buying and selling records, responsible 
for most of their turnover, and is proficient in showing 
his dealers how stock control can be adapted to their 
particular business. 

He finds in his periodical visits to these chains that 
their merchandising methods, their store layouts, their 
mass window displays should be successfully emulated 
by his dealers. 

He sees large space on display tables devoted to fast- 


moving articles and 
lesser space to the 
slower - moving mer- 
chandise. 

He is able from 
these observations to 
help his dealer lay out 
his store to best ad- 
vantage and fill tables 
with merchandise in 
proper quantities and 
with the greatest 
eye appeal. He has watched their store managers ex- 
periment with certain merchandise displays on different 
table locations with a view of finding out where in the 
store it sells best, and tells friend dealer to experiment 
likewise. 

He has seen the value of price ticketing every article 
and advocates this form of creating confidence in the 
prospective purchaser. 

He advises his dealers to visit chain stores frequently 
and get, first hand, free merchandising stunts that cost 
the chain real money to find. Their experts are paid big 
salaries to figure out selling plans that any dealer may 
cash in on if he keeps his eyes and ears open on these 
visits. 

He shows his dealer that price does not play the tre- 
mendous part in the chain-store scheme that appears on 
the surface. It has been truthfully said that were some 
dealers given manufacturer’s costs and made no other 
chahges in their business plans they would still lose 
money. 

Mass buying is the result of mass selling—not its 
cause. 

A good jobber’s salesman has studied city store’s ad- 
vertising and finds that cleverly written copy, with an 
occasional “loss leader,” leads Mrs. Suburbanite to be- 
lieve she can always “do better” in the larger cities, 
when such is not the case. 

He advises Henry Brown to combat this form of com- 
petition by offering values equal in merit to the city 
stores and by a local advertising campaign of his own. 

He knows that direct mail advertising to a carefully 
revised mailing list is a business getter, and recommends 
that. This advertising may be a house organ or a post 
card advising the trade of a special offering or an addi- 
tion to stock. There are many forms of this direct mail 
advertising—all good. 

In the farming country he knows that if there be but 
one other book in the home besides the family Bible, 
that book is a Shears-Sawbuck catalog and knows the 
hardware section of that and similar catalogs as well as 
he does his own. (Continued on page 79) 





JOHN A. FINNEGAN 
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The home-owner cannot 

be expected to absorb all 

that is told him when he 
buys the paint. 


~ PAINT sale is never completed until the paint 
A job is finished,” said a New Jersey hardware 
dealer recently, and this slogan holds the se- 
cret of his big paint trade. He follows through with 
a “Paint Inspection Service,” and because of the varied 
conditions influencing the application of paint products, 
it would be wise for every hardware dealer to keep in 
touch with paint customers while they spread these 
products on sidings and shingles. Selling outside paint 
to home-owners means quantity sales and re-orders about 
every three years, if the dealer ties up his sales talks to 
a “Paint Inspection Service.” Of course, the hardware 
retailer inaugurating this feature should hold the ser- 
vice in readiness for any paint purchaser’s convenience, 
whether the customer is refinishing an old radiator, var- 
nishing a floor or lacquering a kitchen chair; but the 
merchant should make a voluntary periodical inspection 
of all outside paint jobs for which he has sold painting 
materials. 
should continue throughout the life of the surface- 
savers. The reason is obvious. 

The home-owner cannot be expected to absorb every- 
thing told him in the store about painting procedure, 
and mistakes are costly. If it is the amateur painter’s 
first attempt, he will appreciate a “Paint Inspection Ser- 
vice,” and if he has painted before, it must be remem- 
bered that he only does the job every three or four years 
and can forget in the interim ; hence the need for outside 
inspection to supplement instruction in the paint depart- 
ment. 

The dealer should give the high-lights in paint sales 
talks, explaining such things as the methods of apply- 
ing prime and second coat, the care of brushes and the 
kind to use for trim, sash and siding, surface treatment 
before painting, coverage, etc., but he should also be on 
the ground the day the customer starts painting his 


’ 








And such inspection, to be most profitable, . 


A PAINT 


INSPECTION 


ERVICE 
is a Sales Builder 


Paint properly applied will give bet- 

ter satisfaction than that which is 

sold on the hit-or-miss plan. This 

hardware merchant follows through 
on his paint sales. 


house. If the dealer cannot get there, a representative 
will suffice, but the amateur should be checked up on his 
workmanship to see that he is removing old, scaly paint ; 
that he is brushing turpentine on knots and sappy streaks 
to dissolve resin, if it happens to be new wood, thereby 
producing a surface that will allow paint to penetrate 
properly, that he keeps his brushes, clean, etc. The in- 
spector should also make sure that the amateur painter 
does not apply putty to knots, nail heads and crevices 
until after the prime coat is on, otherwise on new work 
the raw wood surface draws the oil out of the putty, 
causes it to dry and come out. This often causes rust 
spots from the nail heads to mar the work later on. Cob- 
webs and dirt will atso make good paint look bad. These 
little things only inspection trips will disclose, but they 
make a big difference in the amateur’s finished job. 


Tue fourth or fifth day fhe second coat should be 
applied and the job again inspected. A third visit should 
be made a few days later when the completed job has 
had a chance to set. Six months later the dealer or his 
assistant might again examine the job because, if de- 
fects are going to appear, they will more than likely 
show up by this time. After this visit a dealer should 
check up on paint customers once a year anyhow. Rec- 
ords should be kept of dates of original sale, inspection 
trips and results, so that the dealer can make an in- 
telligent campaign for repeat business when it is time 
to paint exteriors again. This type of service can be 
varied or enlarged to cover inside paint, automobile 
paint and other painting products. 

A “Paint Inspection Service” is a sales-builder be- 


cause : 
1—It protects the customer against costly mistakes, 
(Continued on page 78) 
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How PAINT 
AIDS the 


By HELEN B. AMES 


Varnish Testing Laboratory—Experimental work on var- 
nishes; ana.ytical work on paints; and general laboratory 
work on raw materials are conducted in this laboratory. 


CIENTIFIC research by 
trained experts has been 
responsible for the con- 
tinued betterment of 
many of the products 
sold by the hardware 
dealer, but no field has 
shown a longer history 
of effective accomplish- 
ment along this line than 
the paint and varnish in- 
dustry. Probably the 
first organization of its 
kind in America, the 
Scientific Section of the 
Educational Bureau of 
the American Paint and Varnish Manufacturers Associa- 

tion has contributed information of great value to mem- 

bers of the industry during the twenty-two years of its 
existence. Under the direction of Henry A. Gardner, who 


HENRY A. GARDNER 


Accelerated Test Equipment Room—Apparatus for making 
accelerated tests on protective coatings. Strong light, 
water spray, heat and refrigeration included. 


has been associated with the work since its earliest days, 
experiments and tests are conducted in the laboratory 
of the Institute of Paint and Varnish Research at Wash- 
ington, D. C., and the results of the work are made 
available through published circulars and pamphlets. 
During the period of its activities, more than 450 tech- 
nical articles and ten bound volumes have been published, 
dealing with raw materials, the processes of making 
paints and varnishes, colors, pigments, methods of appli- 
cation, and related subjects. While some of these pub- 
lications are strictly technical, others are perfectly un- 
derstandable and of real value to the dealer. Among the 
latter group are “Painting Stucco Surfaces” and “Paints 
for Shingle Roofs.” Though no private brands are 
tested at the laboratory for the benefit of individual 
manufacturers, the Institute Publications are at the 
service of members of the associations on all non- 
competitive subjects which the laboratory decides to 
work upon. 

In addition to this central laboratory, the Institute 
maintains testing stations all over the country for com- 
parative study of paint durability in different climates. 
These country-wide tests and results obtained locally 
have given a valuable working basis for reaching con- 
clusions on the expected permanence of paint and var- 
nish under varying degrees of exposure. These con- 
clusions are compared with the results of artificially 


Grinding and Finishing Room—Small size apparatus used 
in preparation of experimental products, and for finishing 
of panels to be exposed on the roof or in the field. 


' 
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RESEARCH 
TRADE 


accelerated tests made in the laboratory, where the ele- 
ments are imitated by subjecting the product alternately 
to water spray, cold, heat and ultra-violet rays, and this 
comparison has proved that the effect of the laboratory 
tests is similar to that of natural weathering. By such 
short-cuts as these does the modern scientist learn to 
circumvent nature. 

The Institute also cooperates with many government 
departments, such as the United States Bureau of Stand- 
ards, the National Research Council, the War Depart- 
ment and the Navy Department, as well as with the 
American Chemical Society, the American Society for 
Testing Materials and similar organizations. The de- 
velopment of industrial pigmented dope lacquers is an 
outstanding achievement in cooperative research. This 
work started in 1917 with the formation of pigmented 
airplane dope coatings. Other investigations have dealt 
with solvents employed in the manufacture of lacquer 
and with resins and plasticizers. 

With such cooperative organization behind it, the 
Institute is also able to combat unjust criticism of paint 
and varnish products by competitive industries. An in- 
stance of this sort happened some time ago when de- 
rogatory remarks were made by competitors, but were 
quickly proved false by actual tests made in the labo- 
ratory. The criticism was stopped before it had gained 
wide publicity and a possible loss in sales was thereby 
avoided. 

Another interesting phase of the Institute’s activities 
is the growing of tung oil trees. The great possibili- 


Accelerated Roof Exposure Tests—Panels placed at an 
angle of 45°, facing south, are sprayed daily between 
twelve and one o’clock with water to hasten the break-down. 








Research Laboratory—Experimental 
used in the prepartion of synthetic resins and oil prepara- 
» tions. 


Organic apparatus 


ties of American-grown tung oil trees had long been 
realized by the Educational Bureau of the American 
Paint and Varnish Manufacturers Association. Our in- 
ability to control or develop the production in China of 
this necessary component of paint and varnish products, 
the state of political unrest in that far-off country, and 
the improper handling and frequent adulteration of the 
oil, were all situations which brought home the essen- 
tial value to the industry of production in the United 
States. With this end in view, the Institute conducted 
explorations throughout the Southern States during 1917 
of a few experimenal plantings made by the United 
States Department of Agriculture. By April, 1921, the 
preliminary work had reached such a stage that a rec- 
ommendation was made for the establishment of an 
American tung oil industry, but the matter did not come 
to a head until 1923, when the Educational Bureau pre- 
sented at a joint meeting of the Paint and Varnish As- 
sociations a plan for the organization of a company 
to purchase sufficient land in Florida to demonstrate the 
(Continued on page 78) 


Mailing Room—Addressing envelopes for mailing circulars 
of the Scientific Section of the Educational Bureau of the 
American Paint and Varnish Manufacturers Association. 
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This view of the Ensley store shows that Paint occupies a prominent place in the scheme of things. 


The average customer puts a good deal of confidence in the 
advice of the salesperson, says George F. Enseley, who sold 


$8,000 PAINT VOLUME 


in a town of 4,000 population 


Kan., sold paints, enamels, lacquers, stains and 
varnishes to the value of $8,000. His volume this 
year is moving at even a better rate. 

Last year there were five complete turnovers in his 
paint department, with a third of a turnover to spare. 

In his average paint stock he seldom ties up more than 
$1,500 at a time—and none of it stays “tied” long. He 
permits no glue on his paint shelves; they are designed 
for traffic. 

Mr. Ensley bought his present business about the mid- 
dle of 1927. Though he missed the spring trade, he sold 
$2,500 worth of paint that year. His paint movement 
has a strong tendency to accelerate, due to his vigorous 
paint sales policy. Just now he is selling paint at vir- 
tually double his rate of two years ago. 

“This season we are pushing barn paint,” he reports. 
“It pays to do so, although formerly we were less active 
in this end of the line. We can make more on barn 
paint at $1.25 a gallon than on certain other items in the 


D URING the year 1928 George F. Ensley, Olathe, 


line. To the painter we make a concession of 10 per 
cent. Credits, of course, must be watched.” 

Up on the back wall of the Ensley hardware store is 
a sign which indicates that new credit accounts are not 
particularly solicited. This acts as a “discourager” to the 
customer who is a bit too free and frequent with his 
requests for time; likewise it is encouraging to the other 
kind of customer. That sign saves a good deal of argu- 
ment. 

“We always take a mechanic’s lien on a paint job not 
to be paid for within ninety days,” Mr. Ensley says. 
“It’s cheap credit insurance and costs only 50 cents. 
Under the law it entitles us to 8 per cent on our money 
after the date of the last sale. At the time, the painter 
does not know about the lien. That’s merely a precaution 
of our own. 

“If the account runs too long without payment, we 
notify him that the lien has been filed, but that we will 
not charge him the interest, providing he comes in with 
the money. It is only once in a long while, however, 
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that we have to exercise this insurance device. We are 
mighty careful. We never let the credit hurdles down 
too low. 

“So far as I can tell, our rather stiff credit policy 
drives away no trade that we can afford to keep. People, 
as a rule, respect any real system that’s reasonable.” 
Thus, with an aggressive, yet sane, selling plan George 
F. Ensley harvests a bumper crop of paint business, 
month in and month out. On one brand he is the second 
largest paint merchant in Kansas. 

If all his paint volume were done on one line, salesmen 
tell him, he would stand at the head of the list in that 
State. Unlike some dealers, Mr. Ensley buys nothing 
but quality paint with the exception of one lower-priced 
line, which he sells to the customer who cannot be in- 
terested in the quality appeal. 

Mr. Ensley advertises paint in the two local papers, 
beginning in March. Two or three times a year he 
holds a paint demonstration. He prefers to write most 
of his own advertising copy, although he uses cuts fur- 
nished by manufacturers. In this way he sells Olathe- 
sponsored paint to Olathe people. It is George F. 
Ensley talking to his friends rather than a distant ad- 
vertiser talking to a lot of total strangers. 

Both Mr. Ensley and his wife like to push paint. 
Mrs. Ensley works in the store most of the time. 
Olathe housewives in large numbers come to her as a 
paint consultant. Few get away 
unsold. “Probably not more 


“Now and then we don’t have the color desired. 
Then we sell the white paint with the color tubes. At 
Christmas time the women are likely to be more par- 
ticular in their choice of tints. Perhaps they want just 
a little dab of enamel. In any case, I can discuss the 
problem with them. Increasingly the housewife wants 
quick-drying enamel, the quicker the better. 

“One should know paint, of course, before he tries to 
sell it. When I started I knew very little about the 
business. But I managed to learn, and by this time I 
think I know the answers to most of the questions. The 
average customer puts a good deal of confidence in the 
advice of the salesperson, more than I used to think 
probable. 

“That is natural, after all. We who sell paint are 
supposed to know it. If we don’t, where else can the 
customer get his information? A little study, plus a 
little experience, both well digested, will enable anyone 
to function. For my part, I like to sell paint.” 


About 4000 people live in Olathe. George F. Ensley 
and his wife sold about $8,000 worth of paint to the 
people of Olathe and vicinity last year. That’s at the 
rate of $2 ahead. The rate is even higher now. 


How high is it reasonable to expect that rate to soar? 
Mr. and Mrs. Ensley expect to know more about the 
answer this time next year. 





than a third of those who come 








PAINT UP 


in for paint know just what 


CLEAN UP 


ENSLEY’S 








they want,” says Mrs. Ensley. 
“First I hand them a color 
card. From that they choose the 
tint. Then I feel along care- 
fully to find out what grade 
they will buy. If the prospect 


Sherwin-Williams Paint 


Free Demonstration---Expert Demonstrators 
FRIDAY: AND SATURDAY 





owns his home, I can usually 
convince him that only a quality 
selection will suit the purpose. 


Dyess mat 


ae “Cheap” Paint 


get the laugh on 





FREE 


Paint and Varnish with 
brushes furnished if you 
bring picture frames or 
small pieces of furniture 





OME-TALENT advertis- 

ing copy is the kind that 

pays best in the belief of Mr. 
Ensley, Olathe (Kan.), hard- 
ware merchant, who in a town 
of 4000 moved a paint volume 
of $8,000 in 1928 and is doing 
Mr. 


Ensley uses factory cuts and 


even better this year. 


factory ideas in his advertis- 
ing, of course, but he takes 
pains in adapting them to his 
own particular local purposes. 


This four-column ad ran in 

the Johnson County Demo- 

crat. Most of the copy in this 
advertisement is his own. 





You! 


Remember—You can’t paint 
a bouse with “apple-sauce”’ 
The low price is a bait to lure 
you. “Cheap” paint actually 
costs two to five times as 
much as Sherwin-Williams 


ROUSE PAINT 


Ask us to prove it 





Sherwin-Williams 
Gloss white enamel 


98c Per Quart 


Will not crack nor turn 
yellow. 











Last Saturday we used three extra sales people. 





Look in our east window 


Items that will sell as high 
as 15¢ included. Aluminun: 
and tin and enamel with 
purchase of any amonnt. 


No more than two items to 
each customer. 





Miss Evelyn Janeyson in 
charge of Rogers’ lacquer 
demonstration. 





A stainless steel paring 
knife in colored handles 
with any purchase of any 
amount : 


One to a customer * 








Mr. Glen Lightner, une of 
the highest priced interior 
decorator specialist in te 
country in charge of his 
line 











a 





The Sherwin-Williams Paint Guarantee 


Twenty years against cracking, checking, peeling o 


chalking. 
Five years against fading 


e 


Money refunded if not satisfactory 
Requires less paint than any other 


This Saturday 


here during these two 
days, you doing your 
work. Miss Janeyson in 
charge. 














FREE 


1—60¢ varnish brush with a 
$1.50 quart of Sherwin-Wil- 
liams varnish or varnish 
stain 


Both at 


$1.39 


Mr. R. A. Jackson in charge 








of house paints. 








eight will be on the 


floor during rush hours. Last Saturday we broke all sales records, but we are better 
prepared to handle the crowds. 








G. F. ENSLEY HARDWARE 


Barteldes Bulk Garden Seeds 


Olathe 





Kansas 
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The window of W. W. Woodruff Hardware Company, Knoxville, Tenn., winner of the first national prize for the best three window 





1} 


displays in the country featuring the nation-wide Duco radio program 


ee) 


Sain mae aot teem, 





Hardware Merchants’ Window Displays 
Prominent in Duco Contest Winners 


ARDWARE 
dealers won 
first and second 

national prizes and 
were well represented 
in the district awards 
for the best Duco 
window displays en- 
tered in a recent con- 
test sponsored by E. 
I, du Pont de 
Nemours & Co., Inc., 
Wilmington, Del. 

W. W. Woodruff 
Hardware Co. of 
Knoxville, Tenn., was 
awarded the first Na- 
tional Grand Prize of 
$150. Chown Hard- 
ware Co., Portland, 
was the second prize 
winner of $100, and 
the J. B. Ivey Co., 
Charlotte, N. C., won 
the third prize of $75. 


HOWN HARD.- 
WARE COM- 
PANY, Portland, 
Ore., won second prize 
in the Duco radio 
window contest. 
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This contest was open to all retail dealers handling 
Duco for home uses in the United States who would 
arrange a window display tying up with Duco National 
Broadcasting campaign which started on April 9 and 
closed on June 11. The displays were to be shown be- 
tween April 15 and May 31 and were to remain in 
place for at least one week. 

The du Pont company’s broadcasting campaign was 
large in its scope. Every Tuesday morning for ten weeks, 
starting on April 9, the company engaged the facilities 
of thirty-three broadcasting stations, extending from coast 
to coast. Musical numbers and short talks on home dec- 
oration were featured. In an effort to emphasize to the 
dealers handling Duco the scope of the campaign, this 
window display contest was arranged. From all reports, 
it was most successful and the company feels well repaid. 
The rules of the window contest were few. Displays 


made by window installation firms were excluded. Dis- 
play material was furnished on request without charge, 
and all photos had to be submitted before June 10. The 
judges, E. M. Pratt, vice-president, Frank Seaman, Inc., 
New York City; A. W. Kohler, manager, Curtis Pub- 
lishing Co., Philadelphia office, and E. P. H. James, 
manager, sales promotion for National Broadcasting Co., 
praised the unique ideas shown for featuring the radio 
campaign and also the general attractiveness and ar- 
rangement of the displays. 

Among the hardware merchants who won either the 
$50 as first district prize or $25 for second district prize 
were: Davison-Hosea Corp., Everett, Mass.; South Park 
Hardware Co., Buffalo, N. Y.; Morehouse & Wells Co., 
Decatur, Ill.; United Plumbing & Hardware Co., Gary, 
Ind., and F. Rondstadt Co., Tucson, Ariz. 








Lou Rhodes Nearing China on 
Bristle Buying Trip 


On Aug. 2 Lou Rhodes, of The Wooster 
Brush Co., Wooster, Ohio, sailed on the 
S.S. President Pierce for China, on one 
of his regular trips to buy Chinese hog 
bristle direct from the biggest centers of 
supply in Tsingtau, Shanghai, Mukden and 
Hankow. 

“Each of these centers offer a different 
grade of bristle,’ according to Mr. 
Rhodes, “and three or four months’ time 
is spent in selecting the cream of the mar- 
ket in order to obtain bristle of a cer- 
tain texture, color, stiffness, resiliency and 
length. : 

“Uniform quality bristle is necessary not 
only to produce a good working tool, but 
it is a great time saver when different 
grades of bristle are fed into the special 
automatic Wooster combing, mixing and 
blending machines.” 





How Would You Like to 
Work in a Room Like This? 


HE color expert will tell you 

that he could drive a man 
crazy by playing on his nerves in 
just the right way with the wrong 
colors. The other day I asked one 
of these experts what he would 
do if he wanted to drive to dis- 
traction, and perhaps to the mad- 
house, a writer or lawyer. This 
was his answer: 

“T would put him to work in 
a small study. I would paint the 
walls a very warm red in some 
very intricate design. Gradually, 
this bright red and intricate de- 
sign would irritate, and the walls 
would seem to be crowding in on 
him constantly. I will not guar- 
antee that he will end in the mad- 
house, but I’ll guarantee that he’d 
rather go to the madhouse than 
stay in that room!” 

















Handicap Cards Distributed to 
Paint and Oil Golfers 


Walter McGhee, chairman of the golf 
committee for the 42nd annual convention 
of the National Paint, Oil & Varnish Asso- 
ciation, Inc., to be held at Washington, 
D. C., on Oct. 16, 17 and 18, has sent 
handicap cards to all golfers in the or- 
ganization. The men’s golf tournament is 
scheduled for Oct. 18 and the women’s 
tournament for Oct. 17. Both will be held 
on the course of the Congressional Country 
Club at Washington. 

Golfers were requested by Mr. McGhee 
to fill out their handicap cards and return 
them by Sept. 20. Members of the golf 
committee include, W. H. Taylor Pitts- 
burgh, Pa.; Harold Rowe, New York, 
N. Y.; T. A. Flynn, Washington, D. C.; 
M. G. Magnusen, Toledo, Ohio. 

Mr. McGhee is chairman and Mrs. 
Charles F. Walden is chairman of the 
ladies’ golf committee. 





Paint Maker and Distributor Help 
Boys Finish Airport Sign 


Three small boys of Shorewood, a sub- 
urb of Milwaukee, Wis., recently sent out 
an S O § which brought them offers 
of enough “paint to put aviation guides on 
the roofs of half the buildings of their 
home city. 

The boys had obtained permission to 
paint an airport marker on the roof of 
their school. They spent weeks in lay- 
ing out huge letters and an arrow point- 
ing to Maitland Field 

Their paint gave out after they had fin- 
ished only four letters. Keenly disappoint- 
ed, the boys went to the flying field and 
explained their trouble. An appeal to a 
Milwaukee newspaper made their needs 
known to the public. 

Patek Brothers Co., paint manufacturer 
in Milwaukee, and the Badger Paint & 
Hardware Co., wholesale and retail distrib- 
utor, at once offered assistance. In addi- 
tion to a supply of paint sufficient to com- 
plete the job, the boys were treated to an 
airplane ride that afforded them what they 
had least expected—an air view of their 
completed sign. 


Exports of Roofing Paints Reach 
Large Total for Month 


More than 112,000 gallons of roofing 
paints were exported from this country 
during a recent month, says the Bureau 
of Foreign and Domestic Commerce, De- 
partment of Commerce, Washington, D. C. 
This volume was valued at $55,608. 

During this same month approximately 
88,000 squares of asphalt roofing were sent 
from the country. The value was said 
to be $110,704. Asbestos roofing was listed 
at 4500 squares, having a value of $30,851. 








Fall Ushers in New Paint 
Season 


With the coming of brisk, cool 
days, the urge to paint up and clean 
up will again manifest itself. Be 
ready with the right colors and full 
. stocks to take care of the demand. 


* * * 


Coupled with the demand for paint 
as autumn sets in is the opportunity 
to sell unpafnted furniture. This line 
is one that provides the extra sale 
for the salesman who takes the 
trouble to suggest it. 


* * * 


Each job of painting requires its 
particular brush. See that the cus- 


tomer gets the right one. 
* * x 


Many houses will need the protec- 
tion of paint this winter. Outside 
house paint and trim run into good 
orders. Make the most of that sales 
argument and back it up by the 
qualities of your lines. 
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C. S. Homer Contributed Much 
to Nation’s Varnish Industry 


In 1856 Charles S. Homer was a young 
chemistry professor at Harvard Univers- 
ity. At that time he never realized the 
important part he would play in the varnish 
industry of the country. 

In those days the largest cotton mills of 
the locality were the Pacific Mills of 
Lawrence, Mass. This organization secured 
the services of Mr. Homer. He then 
spent much time in introducing into the 
cotton industry the use of Perkin’s recently 
discovered aniline dyes. 

Lawson Valentine, president of Valen- 
tine & Co., 386 Fourth Avenue, New York, 
N. Y., heard of Mr. Homer and decided to 
offer him the position of chief chemist in the 
Valentine organization, for he realized that 
the manufacture of varnish needed to be 
scientifically directed along chemical lines. 

Charles S. Homer did not want to leave 
the cotton industry. He felt that he had 
no knowledge of paints and varnishes. 
However, after much persuasion he joined 
the Valentine firm in 1867. Mr. Homer 
soon made many valuable contributions to 
the company’s manufacturing processes and 
the production of varnish was placed on a 
scientific chemical-controlled basis. 

Many years later, Lawson Valentine 
Pulsifer, grandson of Lawson Valentine 
joined the company and went to work 
under Mr. Homer. Mr. Pulsifer experi- 
mented with various formulas and, after 
several years of experimental work, pro- 
duced a varnish that would not turn white 
when submerged in water. In 1907 Mr. 
Homer was convinced that Mr. Pulsifer’s 
theories were practical, and the following 
year Valentine’s waterproof Valspar was 
placed on the market 

C. S. Homer died in 1917. His death 
brought to a close a fifty-year period of 
faithful and valuable service to the varnish 
industry, and to Valentine & Co. 





The U. S. “Spray-All” Painter 


A new portable electric paint spray unit, 
utilizing the air compressor principle on 
which the large professional paint spray 
units are operated, has recently been placed 
on the market by The United States Air 
Compressor Co. of Cleveland, Ohio. 

This unit, known as the U. S. “Spray- 
All” Painter, Model PSE-30, differs from 
many of the light duty paint spray outfits 
now being sold, in that instead of work- 
ing on the blower principle, it operates 
from a sturdy air compressor directly con- 





nected to a quarter horse power motor. 
The counter-balanced air compressor and 
motor are compactly mounted on a hard- 
wood base with vacuum rubber feet. The 
air compressor is equipped with oil-proof 





piston rings, intake strainer and moisture 
extractor, insuring clean, dry air. 

This unit produces a finely atomized 
spray of paint, lacquer, enamel, varnish or 
any spray painting material, and gives an 
even, unblemished finish. Being light in 
weight (only 46 Ib.), it is easily carried 
wherever there is painting to be done It 
operates from any 110 volt light current. 

According to the manufacturer, the 
U. S. “Spray-All” Painter has hundreds of 
uses in the home for refinishing woodwork 
or walls, refinishing furniture, painting 
breakfast sets, porch furniture, flower 
boxes and screens. In industry it is being 
used as auxiliary equipment in many places 
which have heavy-duty paint spray equip- 
ment. Its portability makes it easy to use 
at any point where there is painting to be 
done. It is also easy to change colors as 
the gun is designed to fit a pint mason jar. 





Sheffield Bronze Has Moved into 
Much Larger Quarters 


Due to greatly increasing sales, Leon 
Diamond, president, The Sheffield Bronze 
Powder & Stencil Co., announces that his 
firm has been compelled to move into 
larger quarters. It is the second expan- 
sion move within six months. The first 
move provided ample additional space for 
ordinary growth, but demand for Sheffield 
items has skyrocketed within the past few 
months which, with adding of a new prod- 
uct to the Sheffield line, has made an im- 
mediate move necessary for adequately 
taking care of orders. A. H. Gross is 
secretary-treasurer of the company. 

The new building, the Sheffield Building, 





LEON DIAMOND. 


located at 5817 Kinsman Road, Cleveland, 
Ohio, gives them over 30,000 sq. ft. of 
floor space, which has been efficiently de- 
partmentalized for the best production of 
each item in the Sheffield line. Special new 
equipment has been installed, and a sub- 
stantial increase made in the factory per- 
sonnel. The Sheffield line now includes 
Patching Wood, a superior processed wood, 
in addition to the other popular items, 
Bronze Powders in Glass Tubes, Kleen- 
a-Brush, Decorative Stencils, and Com- 
bination-Package Gold Paint and Alu- 
minum Paint. 

Visitors to Cleveland are cordially in- 
vited by Mr. Diamond to visit the new 
factory and see the modern methods em- 
ployed in producing these fast-selling 
Sheffield products. 





DuPont Salesmen Will Meet in 
Eight Sectional Groups 


The Paint, Varnish and Lead Division of 
E. I. du Pont de Nemours & Co., Wilming- 
ton, Del., is hoiding this year a series of 
sectional sales meetings in eight different 
cities. It is believed in holding these meet- 
ings that local problems can be taken up 
and discussed with great thoroughness and 
in more detail than could possibly be done 
in a general convention. The programs for 
the various meetings will cover in a general 
way the progress in sales and the new 
advertising and sales plans. Special em- 
phasis will be placed on the development 
of business in the territory where the meet- 
ing is held. The slogan of the year is 
“Grow with du Pont.” 

A special feature of the meetings will be 
demonstrations of the new “Black Label” 
line of products, especially made for paint- 
ers. These include 50/50 semi-paste paint, 
quick drying white enamel, one coat enam- 
els, flat whites, stippling flat, primers and 
undercoaters. 

Special efforts have been made to make 
the advertising for the fall conform closely 
to current popular vogues There are color 
scheme suggestions by prominent architects 
as features of the paint advertising. The 
meetings will be attended by executives 
from the Philadelphia office, the sales 
managers and the district sales managers 
and by trade and painter salesmen in each 
section. 

Meetings are scheduled as follows: 

Elms Hotel, Excelsior Springs, 
Aug. 7, 8, 9. 

Edgewater Beach Hotel, Chicago—Aug. 
13 and 14. 

Hotel Gibson, 
16 and 17. 

These three meetings will be conducted 
by G. A. Biesecker, director of sales; T. 
T. Toole, sales manager, Chicago; S. L. 
Johnston, advertising manager, Philadel- 
phia, and E. V. Wagner, Architectural 
Division, Chicago. 

Benjamin Franklin Hotel, Philadelphia— 
Aug. 8, 9 and 10. 

Commodore Hotel, New York City— 
Aug. 12, 13 and 14. 

These two meetings will be conducted 
by B. A. Wilson, assistant director of sales, 
Philadelphia; A. M. Sullivan, sales mana- 
ger, Philadelphia; W. A. Hart, director of 
advertising, Wilmington, and H. T. Freer, 
manager of the Architectural Division, 
Philadelphia. 

Parker House, Boston—Aug. 15, 16, 17. 

Attended by B. A. Wilson, assistant 
director of sales, Philadelphia; W. T. Ban- 
ning, sales manager, Boston; W. A. Hart, 
director of advertising, Wilmington, and 
H. T. Freer, manager of Architectural 
Division. 

Willard Hotel, Washington, D. C.—Aug. 
7, 8 and 9. 

Beuna Vista Hotel, Biloxi, Miss.—Aug. 
12, 13 and 14. 

Conducted by W. F. Donohoe, assistant 
division manager, Philadelphia; J. C. Hol- 
loway, assistant to sales manager, Phila- 
delphia; S. S. Santmyers, assistant to 
sales manager, Philadelphia; Matt Den- 
ning, assistant director of advertising, 
Wilmington, and H. Langstroth of the 
Philadelphia plant. 


Mo., 


Cincinnati, Ohio—Aug. 
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The Finality of Written Contracts 


By ALBERT WOODRUFF GRAY 
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66 EN may be honest, but you want to keep them 

honest.” This comment of a shrewd New 

England manufacturer is emphatically true of 
written contracts. It is difficult to believe that the man 
with whom we are dealing is not fair; often to even 
think it seems unfair. The probability is that what is 
afterwards called “unfairness” or “sharp dealing” is in 
a very great majority of instances the result solely of 
the failure of the parties to the transaction to clearly 
define what they agree to do. 

If it were always understood that the price written 
in a contract for the sale of goods is the price that the 
buyer is legally obligated to pay, there would be fewer 
verbal understandings in which additional discounts are 
promised. What is possibly of more frequent occur- 
rence is an oral understanding changing the time of de- 
livery specified in the contract to some earlier date de- 
sired by the buyer. The so-called “understanding,” 
whereby the purchaser will have the goods in his pos- 
session long before the date mentioned in the written 
agreement, may have been made with all the good faith 
in the world, but unless the charity of the manufacturer 
is sufficiently great to ship the goods in advance of the 
stipulated date, the promise is but as sounding brass or 
a tinkling symbol. 

A promissory note is made payable on demand or on 
a certain named date. Times without number the man 
who signed the note understands that he may have all 
the time he needs within which to pay his obligation. 
The note is payable at the time set out in writing, and 
all the oral understandings in the world at the time the 
note is signed, will not vary or change that due date 
in the least degree. 

Many a time a tenant has trustingly signed a lease 
after the landlord has promised to make certain long- 





sought repairs. The lease makes no reference to any 
repairs, but is signed in perfect good faith by the ten- 
ant. A short time later the landlord sells the building, 
or, as more often happens, the landlord finds that there 
is a wide difference between his understanding of what 
the repairs consist and the understanding of the tenant. 
It then becomes of vital importance and an equally 
great disappointment to learn that there is no contract 
whatever with the landlord except the agreement con- 
tained in the lease. 

However many exceptions there may be in the law, 
there is no exception to the rule that an oral agreement 
or understanding cannot change a written contract. The 
reason for the law is a good one. A man will promise 
much to sell his goods, to make a lease advantageous to 
himself, or to make any other bargain in which he be- 
lieves he sees a profit, but when those promises are to 
be set forth in clear concise terms and not left to vague 
and uncertain “understandings,” his confidence in the 
fairness of the other party to the agreement vanishes 
before the definite obligations of a written contract. A 
further purpose of the law that requires that the terms 
of a written contract shall not be changed by any oral 
agreement between the parties, is that it is neither fair 
nor just that a man should be allowed to make an agree- 
ment in writing and then have the contract changed 
from the written terms and conditions set forth, to what 
the other party to the agreement may have understood 
from the negotiations that led to the formal contract. 


By the statement that a contract in writing cannot be 
changed by reason of any verbal agreement or under- 
standing between the parties, either before or at the time 
the contract is signed, does not mean that it cannot be 
modified or entirely set aside by an oral agreement 
made after the written contract. A business man may 
agree to pay $200 a month for the rent of his store and 
have the agreement or lease with his landlord in writ- 
ing. Any understanding or agreement he and his land- 
lord may have had by word of mouth before or at the 
time of making the lease, such as repairs or painting, is 
valueless and unenforceable unless it is set forth in the 
written lease. If, however, after the lease is made, the 
business man offers the landlord $25 a month more if 
he will make certain repairs, and the landlord agrees 
to do so, that agreement will be binding. The difference 
is, not that there is a change in the first agreement, but 
that there is really a new contract made in place of the 
old one. 

The thought which should be borne in mind by every 
business man, but which unfortunately is as many times 
forgotten, is to always include in a written contract just 
exactly what is agreed. Not only is such a precaution 
much more fair to all concerned, but is almost sure 
death to the misunderstanding that inevitably breeds the 
pest known as lawsuits. 
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ing. Recently I have had the pleasure of re- 
ceiving many interesting letters from hardware 
men from various parts of the world. 

One good friend in West Virginia, apropos of my 
recent article on Tennessee, sends me a quotation from 
the papers. From this quotation it would seem that the 
chain store idea has even invaded the Tennessee moun- 
tains. This article states that in the old days each in- 
dividual farmer ran a small still, but now there are 
chains of stills, and they are manufacturing “mule” on 
a large scale. In fact, there is now mass production in 
the Tennessee mountains. The moonshine chains pay 
good wages to their employees, and as a result there is 
unusual prosperity in that section. 


| | OT weather seems to be conducive to letter writ- 


* * * 


All of us are interested in the sugar situation and 
the conditions in Cuba. Here is a letter recently re- 
ceived from Havana: 


“Cuba today and for some time past is in a state of 
uneasiness because of the expected increased of lc. 
a pound in the United States tariff on sugar. While 
this uneasiness is general and the subject is a con- 
stant topic of conversation, the Government itself ap- 
pears to be not unduly upset, and apparently does 
not share the more or less general feeling that a 
higher tariff will be the ruination of Cuba. After 
all, Cuba now and probably for some time to come 
is, and will be, the source of supply of just about 50 
per cent of the sugar consumed in this country. 
There is not enough native and colonial sugar to fill 
more than one-half of our needs. Hence any tariff 
increase must be paid by the consumer, and, as Cuban 
sugar must be imported, the Cuban planters may 
benefit through the higher price level. Anyway, al- 
though it seems certain, the increase is not yet ap- 
proved, and maybe some of the gentlemen in Wash- 
ington, knowing that the beet sugar industry earned 
a profit of 44 per cent on its investment last year, 
may awaken to the fact that the greater protection is 
more desired than needed. 

“During this crisis the Government has embarked 
upon an extensive plan of construction of roads, pub- 
lic buildings and sanitary works. While much of this 
work is being extravagantly done, it means many 
thousands of people are employed who would other- 
wise be idle. Of the men engaged in this work, 70 
per cent are native Cubans, and around Havana par- 
ticularly the populace is very contented. In some 
cases, such as the Capitol and the Central Highway, 
there are three shifts of men working twenty-four 
hours a day. This means high wages and plenty of 
money getting into circulation. 


THE POST OFFICE BOX 


By SAUNDERS NORVELL 





“In the interior and especially in the cities other 
than Havana, conditions are not so good, and in at 
least one province there is a serious drinking water 
problem. Still there is work to be had, and the 
people are not discontented except for a natural feel- 
ing of jealousy because most of the public improve- 
ments are being centered in and around Havana. The 
latter is justified, however, because tourists practical- 
ly never leave the Province of Havana, and anything 
that will attract tourist trade, with the vast amount 
of money that is spent by that trade, is bound to bene- 
fit all of the Island. 

“The Capitol is very nearly complete, and just as 
soon as it is Purdy & Henderson, the American con- 
tractors, will start work on the new National Hotel, 
which is to be located on the Malecon between Maceo 
and Maine parks. The contract has been let, which 
calls for an expenditure of $4,000,000 for the build- 
ing itself and $1,000,000 for the furnishings. Like 
most Government projects, it will probably cost about 
$10,000,000 before it is completed, but meanwhile the 
people will be working. The Central Highway being 
constructed by Warren Brothers is completed right 
out to Mantanzas, and it is a very fine road. They 
are pushing along just as rapidly as possible, and 
within a very short time it will reach to Cardenas 
and then go on. The road being built by Mestre 
Machado & Company on the other side of Havana is 
now very close to Pinar del Rio, the terminus. 
Havana itself is filled with new constructions, made 
up of office buildings, schools, hospitals and institu- 
tions. In Havana particularly prosperity from all 
appearances is on the increase. 

“Regarding the stability of the Government, there 
seems to be no question, and about the only place you 
hear any talk of political unrest is where Americans 
gather. However, there is a party of ‘outs’, who are 
doing their best to stir up things, especially in Amer- 
ica. That party is a distinct minority, and the base 
on which it stands seems to be that the present Gov- 
ernment has made enough money and should be will- 
ing to stand aside to give someone else a chance. 
Nevertheless, President Machado absolutely dominates 
the country, and while some of the natives feel thai 
he is perhaps staying in office longer than he might, 
they have a real affection for him and do give him 
credit for the things he has done. 

“All of the sugar land is now under 100 per cent 
cultivation, and the indications are that there will be 
a bumper crop. Tobacco is coming along very well, 
and there is a splendid growth of hemp in Matanzas. 
Barring unforeseen political handicaps, Cuba should 
have a good year, and the increased values of the 
land all along the Central Highway should do much 
to bring further prosperity.” 
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Mr. C. C. Falconer of Winnipeg, Manitoba, writes 
a long and interesting letter, from which we make ex- 
tracts as follows: 

“Too many merchants live too close to their busi- 
ness to really see it. They should try and subscribe 
to ‘Bobbie Burns’ old saying, ‘Oh, wad some power 
the giftie gie us, to see oursel’s as ithers see us.’ We 
too often continue to live in a fool’s paradise, believ- 
ing that because business under old conditions and 
old management was always good, why change, for- 
getting that ‘time and change wait for no man.’ 

“Pardon this personal illustration of this point 
brought out in your article, but I had occasion to be 
away last winter from my business for about two 
months. During this time I received the usual re- 
ports, which were none too bright. This, as was usual 
under such conditions, was dismissed with putting 
the blame on the weather, business conditions, the 
time of year when ‘we are not supposed to expect 
any business,’ or any old thing rather than being big 
enough to blame ourselves, where it belongs. When 
I returned from this trip and with these reports in 
mind, I proceeded to look at the business ‘from the 
outside in.’ I had the courage to visualize it from 
an impartial or even critical point of view. To say 
that I was shocked is putting it mildly. It is now 
nearly one year since this reawakening, and our two 
stores are just now receiving the public approval their 
transformation deserves. The public will not show 
any particular effort’to prevent our slow death, and, 
on the other hand they will assuredly respond to 
modern merchandising in all its full meaning. Our 
stores now look over 50 per cent better, are 50 per 
cent more efficiently managed, and the returns are over 
25 per cent better already, as a result of ‘looking in 

from the outside.’ ” 
ee 


Von Lengerke & Antoine of Chicago probably do 
the largest retail sporting goods business in the world. 
On a recent visit Mr. Antoine took me over their 
establishment, from top to bottom. They carry an enor- 
mous stock and have every known brand. Mr. Antoine 
told me that their policy was to carry everything in 
stock which a consumer might call for, regardless of 
turnover. If anyone should wish to make a study of 
ammunition, I do not know of a better place than this 
enterprising retail house, because they carry every brand 
that is made in the ammunition line. It would be a lib- 
eral education for any sporting goods dealer just to 
work in this house for the information he would gather 
in regard to sporting goods. Upon my return I wrote 
them a letter commenting upon the variety of brands 
they carry in stock, and I received the following reply: 

“We are pleased to hear that you enjoyed your 
visit to our establishment, and hope that we may soon 
have the pleasure of another visit. 

“I note your comments about the assortment of 
ammunition that we carry, and I believe it has been 
a good thing for us to be able to supply whatever 
the public calls for. In the variety of 30-06 Spring- 
field cartridges that we carry, in some cases we do not 
sell over 400 or 500 of a kind during the year, but 
on some others we sell 5000 or 6000. 





“Many of our friends avail themselves of the op- 
portunity to shoot at Fort Sheridan here, and many 
of them delight in trying out different cartridges on 
the range, and for that reason we try to supply 
them with anything they call for. I have always 
found it a good idea to try to supply the public with 
satisfactory merchandise of all kinds, so this is one 
of the reasons why we have been successful.” 


c+. 


From Los Angeles a hardware dealer of many years’ 
experience writes me an interesting letter, from which I 
quote the following: 

“The object of this letter is to compliment you on 
your article on the catalog house question. There are 
too many weak-kneed manufacturers, and if I am 
not mistaken in my judgment, this article is going to 
put a lot of them to thinking. From my standpoint 
I look upon catalog and chain house business as out- 
law competition, and if the representative manufac- 
turers in this country would only stand together, 
shoulder to shoulder, they could check this nefarious 
practice in a very large measure. Of course, the big 
damage, as we all know, is due to the fact that they 
use certain well known products as ‘leaders,’ which 
naturally gives the purchasing public the impression 
that they are being robbed by their regular source of 
supply. 

“T do not know if you have ever closely analyzed 
the hardware divisions of the catalog houses. I am 
sure, though, that you have in the past, if not re- 
cently, and you have no doubt noticed that they do 
not catalog anything like a complete line, leaving the 
majority of the items to be supplied by the regular 


hardware dealer.” 
* * *K 


Mr. D. A. Utiger, a hardware man, recently took a 
trip around the world on the S.S. Resolute. He had 
the Harpware AGE forwarded to him regularly on 
this trip, so he could keep in touch with what was 
happening in the United States on his six months’ 
cruise. He writes from Bombay, India: 

“T ran across an extract from the annual message 

of President Cleveland to Congress in 1896 that I 

thought might be interesting to you in these days of 

gigantic chain stores and utilities. You may have 
seen: this in the same source from which it came to 
me. How things do change xin thirty-two years! 

What would Grover Cleveland think if he were alive 

and had seen the utilities operation of the past ten 

years, where the smaller plants are bought at or near 
actual value, sometimes less than actual cost, because 
small utilities were not profitable? Here is the quo- 
tation from President Cleveland’s message: 
“Another topic in which our people rightfully take 
a deep interest may be here briefly considered. I refer 
to the existence of huge aggregations of capital, the 
object of which is to secure the monopoly of some 
particular branch of the trade and to stifle whole- 
some competition. When these are defended, it is 
usually on the ground that, though they increase prof- 
its, they also reduce prices and thus may benefit the 
public. It must be remembered, however, that a re- 
(Continued on page 82) 














HARDWARE AGE for AUGUST 22, 1929 





The Use of WALL 


HE scarcity of thick-ply fancy 

I cardboard makes it hard to pro- 

cure in some of the small 
towns; of course, there are a good 
many substitutes, but one of the best, 
cheapest and most effective of all sub- 
stitutes for cardboard is wall paper, 
and in this article the writer shows 
visible proof of what has actually 
been done. The patterns are of the 
latest designs of the craftsman and 
were selected from a sample book 
of wall paper. Of course, it is im- 
possible to reproduce the tints and 
colors here, but a general idea can 
be had from these illustrations. Wall 
paper makes an ideal background to 
letter on; the ink dries quickly on it 
and the brush is not so apt to slip 
like it does sometimes when letter- 
ing on highly glazed bristol card- 
board. 

The scheme is to procure a picture 
frame (without glass) about 18 x 
24, or any regular stock size desired. 
Get the cover or bottom of a large 
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pasteboard box or a piece of compo 
or beaver board and cut it to fit the 
frame, and after selecting the pat- 
terns of wall paper you wish to let- 
ter on, paste them on the card. This 
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By JOSEPH 


will give you a show card which can 
be lettered on both sides and re- 
pasted and used over several times. 
The picture frame enhances the ap- 
pearance of the show-card and keeps 
the edges and corners from becom- 
ing bent or broken. Also the card 
may be handled several times without 
becoming soiled. A few tacks or 
pins in the back will keep the card 
snugly in frame. 

Pasting the wall paper on the card 
is a very simple process. For those 
who do not know just how to go 
about it, the following directions may 
help: 

In pasting do not use too small a 
brush as the operation will take too 
long and the paste will dry uneven 
in spots, which will leave air bubbles 
and wrinkles on the surface. 

As soon as the wall paper has been 
evenly covered with paste and is 
ready to paste on the card, a paper 
hanger’s brush or roller, if handy, 
would be just the thing to smooth 
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PAPER 


BERTRAM JOWITT 





out all the wrinkles. If these tools 
are not handy, use a piece of card- 
board. Place it over the newly pasted 
surface and smooth out all wrinkles 
with the fist, then set aside to dry 
thoroughly before lettering. Some 
prefer to apply the paste on the card 
instead of on the wall paper. Good 
results may be obtained either way. 

Some of the rich colorings and two 
tone effects which may now be had 
in wall papers surpass some of the 
most expensive ripple matboard show 
cards, and in comparison the price is 
very low as the pasting may be done 
in spare moments. 

Small show cards and price tick- 
ets may be done in the same manner 
and be made to correspond with the 
framed card. Any of the regular 
prepared pastes will prove satisfac- 
tory for pasting on the wall paper. 
When this paste is not easily secured, 
the beginner will find that a good 
paste is easily made by mixing equal 
parts of starch and flour with water. 
A bristle brush or sash tool kept in 
a jar of water will be the best and 
handiest tool for applying the paste. 

The beginner should be careful in 
laying out and drawing lines for let- 
tering on wall paper as pencil marks 
are sometimes hard to erase without 
defacing the wall paper pattern. Use 


for Sh 


a hard lead pencil, white crayon or a 
piece of charcoal. 


Show Card Roman Numerals for 
Price Tags 


The best way to make numerals 
for show cards and price tags is to 
first outline them and then fill them 
in with a solid color, the same as 
shown in the illustration here. The 
beginner should pay particular atten- 
tion to the way the arrows point. 
Each stroke should be made in ro- 
tation according to the numbers. 








ow Cards 





After the beginner becomes more 
proficient through practice, it will not 
be necessary to make so many short 
strokes to complete each figure. 

Do not start in to practice by mak- 
ing 1234567890 over and over again, 
as this method would soon become 
monotonous and might discourage the 
beginner. Start to practice by mak- 
ing prices such as 25c., 1.98, 5.00, 
etc. 

By studying the plate of numer- 
als, you will observe by the way the 
arrows point that most of the first 
strokes start at the left of numerals, 
and then to the right the tail of the ar- 
row shows. where the stroke starts. 

Letters more than 3 in. high should 
first be outlined and then filled-in. 
A good scheme would be for the 
beginner to draw out a set of nu- 
merals from one to zero, making them 
about 2 in. in height and 114 in. in 
width. When they are drawn per- 
fect enough to cut out, they may be 
used as pattern letters to draw many 
others with. It will be found easy 
and interesting work filling them in 
with a small brush. 


How to Hold the Brush 


When outlining numerals the brush 
should be held between the thumb 
and first finger very much the same 

(Continued on page 85) 
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Forgets About the Chains and Goes After 


Business 


PittspurGH, Pa.—Don’t you think it is about high 
time that this propaganda about the chain stores was 
given the air? The various magazines throughout the 
country are certainly giving these fellows a million dol- 
lars’ worth of publicity, all for nothing. If this same 
publicity were given the retailer, there is no doubt 
that he would profit by it. There is entirely too much 
wailing about these stores, and there are too many so- 
called experts trying to tell every Tom, Dick and Harry 
how to run his business. You know, just as well as we 
do, that this is not in the book, as all locations and con- 
ditions have a tendency to alter cases, and we feel that 
the only way this could be done would be to have them 
serve a time on the hardware floor, coming into contact 
with the daily problems that are facing the merchants 
of today. 

Now, understand, we do not mean to say that we can- 
not be enlightened in any way, as we very often are, 
through reading your useful magazine, and we are liv- 
ing and learning more about merchandise every day than 
we have ever before during our forty years of successful 
business. We are surrounded here on all sides by chain 
stores, rope stores, or what have you, but don’t care a 
tinker’s dam about them. Everybody in this institution 
has got his belt pulled up and is working hard, so you 
know if a fellow works he is bound to succeed. Of 
course, conditions throughout the country differ, and 
there is no doubt that some of our brother hardware 
men are feeling a little pinched, but again I say that the 
public is always looking for quality to a certain extent, 
and that is what we try to maintain here; meeting with 
no small degree of success. 

We have reached out into new fields, keeping our 
business up to standard, namely radios; also have taken 
on quite a line of glassware and electrical goods lately, 
which have proven quite a help in that end of our busi- 
ness. This store, you no doubt will be surprised to 
learn, caters more to the women trade than the men 
trade, although our men trade is by no means light, but 
we are always doing everything possible to attract the 
womenfolks, for if we secure their business, the men 
will follow. That is only natural. We have plenty of 
display tables, but at no time try to cater or compete 
with the five and ten-cent stores, of which there are 
three in our vicinity. We are at all times out hustling 


on any leads we get, either for a keg of nails or a warm- 
air furnace, and, believe me, we sure do trail ’em. 

In these days one has got to expect a different angle, 
also more advanced methods of doing business; some 
good, some bad, but there is an old maxim which is 


OMMENT 


slightly worn out, but which still holds good, and that is: 
“You get just what you pay for,” and, to our knowledge, 
this has never been disputed. There are a number of 
these selling organizations that come and go, some three- 
cheering, some quietly. We had one across from us that 
started with about a $50,000 stock of housefurnishings 
and are sorry to say they are now bankrupt; due mostly, 
we think, to lack of business ability, which is so necessary 
today. And the most of these stores starting up have no 
greater facilities for rendering service and value than the 
independent stores in the community, who have helped 
to bear the burden of building up the city and acquiring 
the place it occupies today. There are a lot of stores that 
are selling mainly upon price, without a thought given 
to the ultimate value, the purchase, or the house that 
stands behind it. 

The writer has just started some propaganda here, 
which we think will go over big. Together with three 
other hardware dealers we have originated a slogan, 
“Buy Your Hardware and Paints at the Hardware 
Store. They are your Community Boosters,” and we 
are all for it 100 per cent and are going along with it 
by carrying it in the local paper continually in large, 
black type. We feel sure that this is going to do a lot 
of good. 

We are cranks on giving prompt service, and try to 
keep our prices satisfactory to all; yet try to make a 
fair margin of profit; in fact, the slogan on our front 
door is: “Our Policy Is To Sell a Good Product and 
Sell It Honestly.” We want people to feel that when 
they enter our store they are going to receive enthusias- 
tic, individual attention, rather than be greeted by a luke- 
warm organization. Their orders are to give plenty of 
attention, whether it is a phone call or a personal one, 
and you've got to admit that this is a great factor that is 
lacking in so many hardware stores over the country. 

We wish to impress upon all hardware dealers who 
may read this article that there are quite a few of these 
stores that are here to stay, and the sooner they apply 
themselves a little more to business and spend some time 
on the floor from day to day, coming in contact person- 
ally with their trade, and keeping up the enthusiasm and 
harmony among their employees; watching the leaks, of 
which there should be very few; they will be well re- 
warded with results. The trouble with a good many of 
them today is they are trying to reap their profits on the 
golf links, and although I am quite a golf enthusiast, I 
fail to see this trend in trying to get business with a field- 
glass. The Lord says to keep the Sabbath Day holy, but 
the writer sure busts it high, wide and handsome—his 
golfing being done with a lawn mower, rake, etc., in the 
garden. Very truly yours, 

Graff Brothers, Inc., 
Howarp Mayserry, Manager. 
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from READERS 


On Losing That “Whoopee” 


New OrRLEANS.—The very excellent article in your 
Aug. 1 edition from Mr. C. J. Whipple contains much 
for earnest thought in various directions. 

I cannot refrain from comment in one particular and 
as applicable to the heading of that article, viz.: “WE 
HAVE LOST OUR WHOOPEE,” which could also 
easily bear the heading, “WE HAVE LOST OUR 
COLLAR BUTTON,” for surely there is a similarity 
in the hunting through nooks and corners of a Pullman 
to retrieve a collar button, and that of searching through 
one’s office files, cost and selling systems for some 
ethical conclusion as to why No. 68 Rules can show a 
profit when sold for a dime. Doubtless a wild goose 
chase in either case. But there is a solution and a cure, 
in fact, as relates to the collar button episode, which 
may perhaps apply, partially at least, to the No. 62 Rules 
and eventually stretch into a sensible yardstick for gage- 
ing other matters. 

As the above reads in a somewhat hazy manner, I 
would explain that I am filled with wonder as to just 
why Mr. Whipple ever allows himself to be placed in 
the embarassing position of a lost collar button; judging 
from that gentleman’s personal and photographic ap- 
pearance, he seems always to be as thoroughly acquainted 
with his haberdashery as his hardware, and therefore in 
line with the perfect situation has long ago discarded 
collar buttons together with safety pins, both so neces- 
sary at one epoch in our lives and before natural evolu- 
tion took place, but which articles of jewelry have been 
eliminated along with loose cuffs, mittens and gold- 
headed canes. 

Shirt with collar attached, these days, has eliminated 
our old friend the Collar Button, who is now talking over 
memories of the past in some ivy-covered Mausoleum, 
with loose-cuff holders, scarf rings and coil watch (I 
was about to say log) chains. 

Shirt and collar attached method from a comfortable 
standpoint is now synonymous in contentment with the 
present mode of our lady friends’ “legs and stockings 
detached.” 

Further, upon intense reflection, I can easily under- 
stand how a gentleman can lose his shirt on a Pullman, 
either by abstraction, mistake, haste to depart or in a 
poker game, but to lose a collar button practically means 
a hopeless task, as it has doubtless sought its mate in 
some museum of antiquity. 

Here’s fond hopes that the stronger sex will soon 
enjoy the blassings of sunburned backs, V fronts and 
general ease and contentment attained by our more for- 
tunate sisters. Then surely there will be no possible loop- 
hole for a collar button. 

Why should Mr. Whipple go through life with the 





NN 


nervous expectancy always of losing a supposedly neces- 
sary apparel attachment when he could so easily be 
peaceful in mind, no such “Sword of Damocles” hang- 
ing over his head (paraphrased by the possibility of a 
collar button dropping down his back) when all this 
could be avoided by his wearing a shirt with collar at- 
tached ; moreover, being actually a comfort with but two 
thicknesses of neck-band instead of four. 

On a typical hot Chicago day, so different from our 
cool southern breezes, had I a proposition to talk over 
with that gentleman I know I could have a much better 
chance with him were he encompassed around the neck 
with two-ply instead of four-ply. 

A doctor told me recently almost every man has had 
a boil on his neck from tight collars, and no woman is 
ever known to have had one in that place; therefore, the 
less ply the less liability for trouble in that direction. 

Summing all of the above up, we learn valuable 
lessons in life from simple incidents, and perhaps the 
loss of a collar button might indicate its uselessness, and 
in its absence a greater degree of comfort possible and 
peace of mind, which may or may not assist in analyzing 
price of No. 68 Rules at 10 cents and other similar 
matters. Yours very truly, 

Watpo Mitts PitTKIN. 


Use Open Table for Quality Goods 


Rockrorp, ILt.—Here is a thought that has often 
struck me—as everyone is agreed to that the open dis- 
play tables are the gréatest selling medium, why not go 
the chains one better by using the tables to sell the higher 
priced and higher profit articles that the chain stores and 
catalog houses cannot buy at all. Only give enough 
room on the tables to the chain store stuff for compari- 
son and variety. 

The value of this was driven home to me in one store 
[ visited that had three grades of claw hammers on the 
open table—one price tagged 75c, the second $1.50, and 
the third a “different” looking hammer at $2. During 
my visit three customers picked up the $2 hammer, which 
by the way, had a finger proof lacquered finish, and one 
of them bought one. None of the three customers picked 
up the 75c or $1.50 hammers. There are probably three 
reasons for this: 

Ist—The $2 hammer was different and aroused the 
curiosity, and looked worth its price. 

2nd—Its higher but reasonable price indicated that 
it would give the most satisfaction. 

3rd—It aroused the desire of being a real sport, and 
buying the best. 





(Signed) Ernest Estwinc, 
Estwing Mfg. Co. 
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Baltimore Outing August 7 Held 
At Fort Smallwood 


The ninth annual outing of the Balti- 
more Retail Hardware Association was 
held Wednesday, Aug. 7, at Fort Small- 
wood, Baltimore’s newest water-front pub- 
lic park, located on Rock Creek, near the 
entrance to Chesapeake Bay. 

Sixteen autos, containing sixty people, 
left the center of the city at 1 p. m,, es- 
corted by two motorcycle police escorts 
through the city without a stop, being 
given the clear right of way until the city 
limits were reached, where the escorts left 
the line, and we continued on to the park, 
about 20 miles from Baltimore. 

A baseball game between the dealers 
and salesmen was played, which was won 
by the salesmen. Various games were in- 
dulged in by all present. Swimming and 
launch rides were also enjoyed. 

At 6 p. m. the autos left the park for 
Homestead Inn, on the Annapolis Road, 
about 10 miles from Baltimore, where a 
splendid chicken and soft crab-waffle din- 
ner was relished by the sixty hungry hard- 
ware bunch, including Association Field 
Secretary Pearce from Philadelphia. 

After the dinner, community singing was 
a great help to continue the hardware 
good-fellowship, after which a drawing for 
various prizes, which were contributed by 
several jobbers, was held. 

At 8.30 the happy throng wended their 
way back home, asking when the next out- 
ing would be held. 

Officers of the association are President 
Ernest Johannesen, Vice-president Carroll 
D. Rudolph, Secretary C. J. Ritterhoff and 
Treasurer Geo. F. Schumann. 





Curtis Lighting of New York 
Appoints New Sales Manager 


Curtis Lighting of New York, Inc., New 
York City, announces the appointment of 
Harvey B. Wheeler of Kansas City as 
sales manager. 

Mr. Wheeler is well-known in the light- 
ing field, having been associated with 
Curtis Lighting, Inc., for 20 years in en- 
gineering and sales work. 

The New York company, of which L. H. 
Graves is vice-president and general man- 
ager, and H. R. Eldredge, secretary and 
treasurer, has recently opened attractive 
new offices and showrooms in the New 
York Central Building, 230 Park Avenue. 





Enlarged Plant Planned by 
Lincoln Electric Co. 


To provide increased manufacturing 
facilities demanded by a steadily increas- 
ing volume of business, the Lincoln Elec- 
tric Company, Cleveland, Ohio, manufac- 
turers of “Linc-Weld” Motors and 
“Stable-Arc” Welders, have placed con- 
tracts for the erection of a large addition 
to their present plant. The new addition 
will add approximately one-half acre more 
floor space to the plant which is now:the 
largest industrial plant devoted exclusive- 
ly to the manufacture of electric arc 
welders and alternating current motors. 

The new structure will be approximate- 
ly 200 ft. wide by 110 ft. long and will 
house a 65-ft. span electric traveling crane. 





The steel super-structure will be entirely 
of arc-welded construction. 

The new addition, when completed, will 
connect two existing structures of the 
plant, in addition to providing a totally 
inclosed railroad siding which will permit 
unloading of materials and loading of ship- 
ments entirely within the plant. 


M. E. Ticen Directing Sales of 
New Dist-O-Stove Division 
M. E. Ticen has become manager of the 
Dist-O-Stove department of the Williams 
Oil-O-Matic Heating Corp., Bloomington, 
Til. 





M. E. TICEN 


The new manager was, until recently, 
with the Twentieth Century Heating & 
Ventilating Co., Akron, Ohio, and was pre- 
viously with the Monitor Stove Co. and 
the Fox Furnace Co. 

Mr. Ticen has a broad selling experience 
which will be of great help to him in the 
sale of the new Dist-O-Stove line of dis- 
tillate-burning heaters in radiating and 
cabinet circulating types. 


American Bolt Co. Acquired by 
Lake Erie Bolt & Nut Co. 


Lake Erie Bolt & Nut Co., Cleveland, 
has acquired the American Bolt Co., Bir- 
mingham, Ala., said to be the largest 
manufacturer of bolts and nuts in the 
South. The consolidation brings together 
two of the oldest bolt and nut companies 
in the country, the Lake Erie company 
having been established 75 years ago and 
the American company 82 years ago. The 
American Bolt Co. was owned by Nathan 
L. Miller and F. H. Mohns, of Birming- 
ham. Mr. Miller, who has been president, 
will retire, and the plant will be operated 
as a wholly owned subsidiary of the Lake 
Erie company, with the present active man- 
agement headed by Mr. Mohns. The name 
of the American Bolt Co. will be retained. 


M. D. Swift Pacific Representa- 
tive for Amer. Fork & Hoe Co. 


M. D. Swift has been appointed Dis- 
trict Representative in the Pacific North- 
west for the American Fork & Hoe Co., 
Cleveland, Ohio. Mr. Swift will make his 
headquarters at 912 Western Avenue, 
Seattle, Wash. 





Westinghouse Develops New 
Metal to Be Known as “Konel” 


Development of a new metal known as 
“Konel,” which is credited with being much 
stronger than other metals at high tem- 
peratures, and which can be used exten- 
sively in the moving parts of internal com- 
bustion engines and other extremely hot 
places, has been announced by officials of 
the Westinghouse Electric & Manufactur- 
ing Company. The announcement followed 
the granting of foreign patent rights. 

Originally developed by the Westing- 
house Research Laboratories as a substi- 
tute for platinum in the manufacture of 
filaments for radio tubes, it is said the new 
metal was discovered to be harder to forge 
than steel, and to be very tough at high 
temperatures, when most metals lose their 
strength. Engineers predict many uses for 
Konel. 

The new metal was created by Dr. E. F. 
Lowry, a graduate of Ohio State Uni- 
versity. As a_ substitute of platinum, 
Westinghouse officials are authority for 
the statement that Konel already is sav- 
ing approximately $250,000 monthly in the 
manufacture of radio tubes. 

Platinum costs approximately $180 per 
ounce, while the new substance costs only 
a few dollars a pound. Life of Konel fila- 
ments is estimated to be approximately ten 
times longer than other filaments. Tubes 
with filaments made of the new metal are 
operated 175 deg. colder than tubes with 
platinum filaments, but with the same emis- 
sion, thereby giving better reception results, 
research engineers say. 


Milwaukee Stamping Co. 
Acquires Litterer Bros. Mfg. Co. 


The officers of the Milwaukee Stamping 
Company have announced the purchase of 
the assets of the Litterer Brothers Manu- 
facturing Company, of Chicago, Ill., manu- 
facturers of the well-known “Litterer” and 
“Ferrometal” metal toilet partitions and 
shower stalls. 

E. B. Bartlett, president of the Milwau- 
kee Stamping Company, advises that all 
of the present officers of the Milwaukee 
Stamping Company will take an active 
interest in the Litterer line of products, 
to the end that “Litterer” and ‘“Ferro- 
metal” partitions and shower stalls will 
not only maintain their present high posi- 
tions as one of the leading manufacturers 
in the country, but to also increase the 
present business through encouraging a 
wider use of the newly acquired products. 

For the present, Litterer Brothers prod- 
ucts will be manufactured at the present 
Chicago plant of Litterer Brothers Manu- 
facturing Company, but it is planned to 
eventually transfer the business to Mil- 
waukee, where there is ample floor space 
and equipment to manufacture this line 
in almost any desired quantity. It is hoped 
to have the same success with the Lit- 
terer line as has been had with the Lawson 
line, which the Milwaukee Stamping Com- 
pany took over a number of years ago 
and brought to the forefront as one of the 
leading lines of spring hinges in the 
country. 
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Frank H. Barstow Becomes 
Kolster Radio Distributor 


Frank H. Barstow, who entered the em- 
ploy of Kolster Radio Corporation when 
its subsidiary, Federal Telegraph Company 
of California, was organized in 1911, and 
has remained with the company ever since, 
has resigned as assistant sales manager of 
the western district to accept the office of 
vice-president and general manager of 
Barstow-Meggee of Seattle, a new cor- 
poration formed to distribute Kolster & 
Brandes products in Oregon, Washington, 
northern Idaho and western Montana. The 
distributing firm of Harper-Meggee, for- 
merly the Kolster jobbers in this territory, 
continues in business as the representative 
of various electrical products. 

Mr. Barstow became interested in radio 
in 1908, while he was employed by the 
Puget Sound Electric Railway as telegra- 
pher and station agent. He went to the 
United Wireless Telegraph Company in 
1909 as a radio operator at the Seattle 
station when he was only 19 years of age. 
For the next two years he was radio op- 
erator at various land and ship stations 
from California to Alaska. 

He became a Federal telegraph operator 
in 1911 at Portland, Ore., and advanced 
to chief operator'a year later. In three 
years he was transferred to San Francisco 
as chief operator at the company’s head- 
quarters, and then followed service in 
Honolulu and back to Portland as district 
manager. 

Barstow finds time to be chairman of the 
board of directors of the Oregon Institute 
of Technology Radio School, an office he 
has held since 1918, and he was one of the 
reorganizers of the Oregon Radio Trades 
Association in 1926, serving as secretary. 
Later he became chairman of the organ- 
ization’s Business Standards Committee. 





Day-Fan Electric Will Merge 
With General Motors Corp. 


Merger of the Day-Fan Electric Com- 
pany of Dayton, Ohio, radio manufacturers, 
with the General Motors Corporation was 
announced in Dayton, Aug. 15, through the 
Associated Press by Lee Warren James, 
president of the Dayton company. 

The merger is to be effected by an ex- 
change of stock and is yet to be approved 
by the stockholders of the Day-Fan Com- 
pany, Mr. James is quoted as saying. He 
added that the Dayton company had ac- 
cepted a proposal made by General Motors. 

Details of the plan were not divulged. 


Segal Lock Has Acquired 
Norwalk Lock Co. Control 


Segal Lock & Hardware Co., New York 
City, has acquired controlling interest in 
the Norwalk Lock Co., of Norwalk, Conn., 
which is probably the oldest hardware and 
lock manufacturing company in this coun- 
try, making about 4000 different items, 
specializing in builders and marine hard- 
ware. The plant provides 100,000 sq. ft. 
and employs about 350 men. It has been 


announced that the identity of the Norwalk 
Lock Co. will be maintained and the busi- 
ness in its lines continued as formerly. 


John Wasserlein has been appointed 
superintendent and John Hoffman is con- 
sulting engineer. B. H. Whiting is sales 
manager. 


G. V. White Died Aug. 13—Well 


Known Hardware Man 


G. Vincent White for many years in 
charge of publicity and displays for Sum- 
ner Ltd., Moncton, N. B., Canada, died 
Aug. 13 at New York Hospital, New York 
City, following an operation for thyroid 
infection. Coming to New York early 








G. V. WHITE 











this year for treatment preparatory to the 
operation, Mr. White was fully aware of 
the seriousness of his condition, and knew 
that his chances of surviving the strain of 
the operation were very slim. Yet through 
it all he was most cheerful, and enjoyed 
visits from hardware friends, who would 
not have suspected the gravity of his ail- 
ment from the morale of the patient. 

Mr. White was born Nov. 28, 1875 at 
St. John, N. B., Canada, the son of the 
late Mr. and Mrs. Hiram B. White of 
that city. When he was about 22 years 
of age he went to Western Canada then 
later to Montana. For 12 years he was in 
the hardware department of the Missoula 
Mercantile Co., both at Missoula, Mont., 
and Kalispel, Mont. In 1914 he came East 
to become advertising manager for Sumner 
Ltd., the position which he held at the 
time of his death. His entire business 
life was in the hardware field, where he 
is missed by many friends. 

Mr. White was no stranger to the 
readers of HARDWARE AGE. Many of his 
window displays and newspaper advertise- 
ments have been reproduced in this publi- 
cation as good examples for other hardware 
merchants to follow. He has also been 
the author of several constructive and 
educational articles pertinent to the mer- 
chandising of hardware and allied lines. 

Those surviving Mr. White are his 
brother, J. Hunter White, St. John, N. B., 
a neice, Miss Gertrude Hamilton, of Tokio, 
Japan, and Dr. H. H. Hamilton of New 
York City. The body of the late Mr. 
White was taken to St. John, N. B. for 
burial. 








Geo. N. Clemson Honored on 
Seventy-fifth Birthday 


An interesting example of good will 
and fellowship among competitors in an 
industry, is shown in the recent testa- 
monial tendered by the Hack Saw Manu- 
facturers Association of America to 
George N. Clemson, on the occasion of 








GEORGE N. CLEMSON 











his seventy-fifth birthday, on June first of 
this year. This tribute, in the form of a 
resolution, embossed on parchment and 
bound in a monogrammed leather cover, 
is highly prized by Mr. Clemson. He 
showed it to a representative of HARDWARE 
AcE, during a recent visit to the plant of 
Clemson Bros., Middletown, 'N. Y., the 
business which he founded and has served 
many years as president. The resolution 
expresses the admiration, respect and 
esteem in which Mr. Clemson is held by 
others in the hack saw industry, and 
acknowledges his long and faithful service 
for the betterment of conditions in that 
industry. Mr. Clemson is generally recog- 
nized as the pioneer of hack saw manufac- 
turing in its present form with the re- 
placement blade, instead of the former 
permanent blade which had to be re- 
sharpened frequently. 


Atlas-Ansonia Co. Locates in 
New Modern Factory 

The Atlas-Ansonia Co., New Haven, 
Conn., whose factory was destroyed by fire 
last year, is now located in a new factory, 
equipped with modern machinery. The 
company states it is in a far better position 
than ever before to take care of its cus- 
tomer’s requirements. 
The Atlas-Ansonia Co. manufactures 
coat hooks, coat hangers, shelf brackets, 
knife sharpeners and hat hooks. 


Pratt Joins Curtiss Companies 


Edw. I. Pratt has resigned from the 
Bryant Electric Company to go with the 





Curtiss Flying Service, which is the sales 
unit of the associated Curtiss companies. 
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Screens for the Automobile 


A new automobile accessory, the Auto- 
screen, has been placed before the trade 
by Autoberth Co., 832 West Main Street, 
Lansing, Mich. It is made to fit all closed 
body types of all make automobiles. The 
screens are reasonably priced, can be in- 
stalled or taken out in an instant and 
provide automobile tourists with the bene- 
fit of cool, refreshing breezes without the 
annoyance of insect pests. 











A 


The screens are made both in galvanized 
and copper wire of fine mesh. The screen 
is fastened to a frame consisting of spring 
wire which is covered with fabric. At the 


bottom is fastened a strip of rubber which | 


is slotted to take the edge of the window 
glass. To insert the screens, the car win- 
dows are lowered, the screen inserted into 
the side and top window groves and the 
glass, slightly raised, until it fits into the 
rubber channel at the base of the screen. 
Automobile tourists have learned that 
one of the annoyances attending summer 
driving is the number of flies, mosquitoes. 
bees and other insects which enter the car 


through the open windows. In fact sev- | 
eral serious accidents have resulted from | 


hees stinging the driver, causing him to 
lose control of his car. This danger is 
entirely eliminated, says the manufacturer, 
by the use of the screens, which also tend 
to keep out the heavier particles of road 
dust encountered on dirt and gravel roads. 
The Autoscreen also permits a car to be 
locked with the windows open. This is an 
advantage in hot weather when the interior 
of a locked car becomes an oven after 
standing in the sun a short time. 


A further use of the screens is in con- | 


nection with the autoberths. These ‘are 
manufactured by the same company which 
is introducing the screens. The autoberths 
provide a comfortable double bed in the 
car, transforming the automobile into a 
cozy bed room at night. During the day 
the berths are carried in the top of the 


car, completely concealed by the head lin- | 


ing. It requires but a few moments to put 


up and take down the berths. The com- | 


bination of autoberths and autoscreens 
provides comfortable sleeping facilities 
with plenty of fresh air and no trouble- 
some insect pests. 


Vegetable Cutter With Guard 


An ingenious safety guard has been 
added to the Rapid slaw and vegetable 
cutter, manufactured by the Bluffton Slaw 
Cutter Co., Bluffton, Ohio. With the de- 


vice it is possible, says the manufacturer, 
for a woman to slice fruits and vegetables 
on the cutter without the slightest pos- 
sibility of injury to the hands. 

This guard also enables her to slice or 
grate a fruit or vegetable to the last bit, 
quickly and economically. 




















The Rapid cutter is made of steel, triple 
plated with pure tin. The cutting blades 
are hammer tempered and self-sharpening. 
This Rapid cutter, No. 8, is individually 
packed in an attractive box, making it a 
| most acceptable present for tin showers, 
| ete. 


} 
| The Stover Garage Door Prop 
The Stover garage door prop, now 
| available to the trade, is manufactured by 
Stover Mfg. & Engine Co., Freeport, III. 
It is strong, simply constructed and can- 
not get out of order. The manufacturer 














| states that this product is easy to apply 
| and to operate; is of the correct size to 
hold doors properly and small enough for 
close quarters. = 























The Stover prop is operated with the 
foot alone and has been designed to hold 
on any kind of drive. It has a japanned 
finish and is packed for display on either 
counter or open tables. 











A Fan-Style Hose Sprinkler 


The Plomb Tool Co., Los Angeles, Cal., 
has recently introduced two new products 
which should be of great interest to the 
trade. 

The Plomb fan-style hose sprinkler is 
used for parkways and along edges where 
a long spray is needed. Its lip is reinforced 
to eliminate breakage. The sprinkler is 





furnished with a long spike to insure it 
remaining where placed. This spike can be 
had either straight or bent to hold the 
sprinkler in the desired position. The com- 
pany announces that this sprinkler is avail- 
able in Eastern warehouses. 





Two Multi-Table Displayors 


Two sizes of steel multi-table displayors 
have recently been placed on the market 


| by the Universal Fixture Corp., 135 West 
| 23rd Street, New York, N. Y. These 


“Universal” displayors are constructed of 
heavy, cold rolled steel and properly re- 
inforced to hold any required weight, says 
the manufacturer. 

The tops of all shelves have a %-in. 
flange to prevent merchandise rolling off. 





Shipped knocked down and can be assem- 
bled ina few minutes. The No. 40 displayor 
has four shelves, the largest of which is 
71 by 28 in. and the smallest 61 by 16 
in. The No. 45 also has four shelves, 
the largest being 54 by 21 in. and the 
smallest 42 by 12 in. Ball bearing roller 
casters are provided on both size items. 
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Improved Economy Burner 


The Toledo Pressed Steel Company, 
Toledo, Ohio, maker of the familiar Toledo 
torch used by many contractors and high- 
way departments for protecting work at 
night on streets and highways, has re- 
cently perfected an improved torch which 
tends to overcome all past difficulties in 
getting perfect performance with this type 
of protection. 





Economy 


the 
Burner, Toledo torches now show a reduc- 
tion of more than 50 per cent in oil con- 


It is claimed that with 


sumption. 
standard 18-in. wick, supplied with these 
torches, when used in the Economy Burner 
will give more than a year’s constant and 
perfect service without renewal. 

The principle of the new Economy 
Burner is one of oil vaporization through 
the reflection and retention of heat as con- 
trasted with the principle of burning 
liquid fuel as in all other types of open 
flame torches. The hood forming a com- 
ponent part of this new burner is so de- 
signed that it also deflects the wind. 





A Pea Sheller for the Home 


A very useful item for the kitchen is 
now available to the trade from the 
Holmes Mfg. Co., Johnston Street and 
Alhambra Avenue, Los Angeles, Cal. 

The Holmes Pea Sheller has been de- 
signed to shell one pound of peas in four 





minutes. By turning the handle and in- 
serting the pods, vine end first, the pods 
are popped open forcing the peas out. The 
hood of the sheller guides the undamaged 
peas into a pan placed below. The empty 
pods continue on through the roller into 
a pile at the back of the sheller. 

As the Holmes sheller’s metal frame is 
Parkerized and the hood is galvanized, the 


It is further claimed that the | 








cleaning of the item is easy—just hold it 
under the hot water faucet. The item is 
finished in pea green lacquer. 

The sheller is simply and sturidly made, 
has nothing to get out of order and rub- 
ber suction cups hold it firmly in place 
on practically any smooth surface. 


New Favorite Cabinet Heater 


In response to the demand for a heater 
to be used in small homes, The Favorite 
Stove & Range Co., Piqua, Ohio, an- 
nounces the new Favorite No. 32 Cabinet 
Heater, which is available for July de- 
livery. Not only is this heater especially 
adaptable for small dwellings, but it will 
be most useful for summer cottages along 
lakes and rivers where cool evenings make 
the need for a small, efficient heater im- 
perative. 





The new design of the heater cabinet, 
together with its beautiful grained walnut 
porcelain enamel finish, offers a heater 
that is attractively different. Through the 


mica lights in the feed door, the cheerful | 


glow of the fire is visible. 
outer feed door automatically releases the 
inner for easy fueling. These two feed 
doors have a circulating air space between 
and are milled and planed to fit with paper- 
thin tightness. An all cast iron base is 
furnished with specially molded legs, giv- 
ing a rigid base construction. Rounded 


Opening the | 





corners, flush doors, and cast top grille | 


add to appearance and efficiency. 


Two castings, held rigidly together by | 


14 bolts, form the entire inner furnace. 
Deep, reinforced cup joints are firmly | 
cemented together to prevent gas and 


smoke escaping. 
ings are molded into the 
and the 6-in. smoke outlet is cast in the 
back. A large radiating space is thereby 


Feed and ash-pit open- | 
front casting, | 


created with minimum air leakage. A spe- | 


cial draft register is operated by a knob to 
the left of the front feed door, and per- 
mits easy control of the fire at all times. 

The fire bowl is sectionally built with 
a depth of 8 in. in front and 12 in. at the 
back, giving double protection to the sec- 
tion which comes in greatest contact with 
the fire. The ash pit section is also roomy 
and employs duplex grates which may be 
shaken without opening the doors. 


Fernald’s Xmas Tree Holder 


Believing a demand existed for a Christ- 
mas tree holder with a receptacle for 
water, Fernald Mfg. Co., North East, Pa., 
has placed such a product before the 


retail trade. 

This tree holder is readily adjusted to 
any size of tree, by simply turning a thumb 
clamps 


nut. It firmly and is quickly 





screwed or nailed to a box or other base, 
if desired. 

The stand is made entirely of steel, fin- 
ished in green enamel. The tree, when 
standing in water, is less apt to dry and 
lose shape and attractiveness, than other- 
wise. 


The New Blue Whirl Beater 
Introduced 

Recently the Turner & Seymour Mfg. 
Co., of Torrington, Conn., introduced an 
improved ball bearing Blue Whirl beater, 
made in three sizes. It is a further de- 
velopment of the Blue Whirl, 
which the manufacturer says was the first 
beater to be individually packaged and first 
to bear color of any kind on its handles. 


original 





The full ball bearing drive of this beater 
is completely inclosed in cups attached to 
each side of the frame; gears are fully 
protected, while the large drive wheel, com- 
bined with the extra blades, makes the 
action more rapid than any other beater. 

Floats and supporting wires are designed 
so that even small quantities are effective- 
ly beaten with this medium size. 

These beaters are made in tumbler, me- 
dium and large sizes with handles of blue 
green, red or yellow to harmonize with 
modern kitchen decoration. Each beater 
is packed in an appealing blue and white 
carton. 
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WASHINGTON NEWS LETTER 


Census Distribution Plans Under Way—Final Questionnaires 


(Washington Bureau of HARDWARE AGE) 

Preliminary plans for the Census of 
Distribution are under way, but it will 
require a great amount of study be- 
fore actual details are worked out. The 
task, the first of the kind ever to be 
undertaken, will be, in the opinion of 
F. M. Feiker, chairman of the Execu- 
tive Committee for the Census of Dis- 
tribution, “perhaps the greatest piece 
of team-work between business and 
government that has been organized 
since the War Industries Board was 
formed.” As he has pointed out, the 
Census of Distribution represents the 
results of cooperative work by busi- 
ness men and government during the 
past eight years for a definite objec- 
tive. Every business man in practical- 
ly every line of trade and industry will 
be asked to take part. 

The Executive Committee held a 
meeting here last week and discussed 
questions relating to its forthcoming 
work, and is understood to have out- 
lined generally some of the many de- 
tails to be included. It has been de- 
cided that the census ought to be 
limited to the handling of commodities, 
making it a strictly merchandising 
census. Facts will be gathered con- 
cerning the buying and selling of every 
establishment, and the data will be 
broken down by the types of estab- 
lishments. In such lines as hardware, 
it is believed that great headway will 
be made in getting important data on 
the buying and distribution of the many 
lines involved. Retailers will as a re- 
sult get a far better picture of their 
business than has ever before been pre- 
sented. The work of taking the census 
will begin next year. 

The effort, however, being the first 
of the kind ever made, will not go into 
many details that ultimately are ex- 
pected to be reached through the work 
of future years. It is realized that all 
of it cannot be done at the outset. The 
matter of purchase costs, for instance, 
is a vitally important subject, which 
later on it is hoped to go into in detail. 
It is realized that there is a lack of 
uniformity in keeping expense accounts. 
If there were figures on the cost of 
goods to set up against their selling 
value, group margins would mean more 
than expense figures. Most all inde- 
pendent retailers, it has been pointed 
out, have a rather uniform gross mar- 
gin, but there is a variation in expense 
margins. The difference comes out as 
profit or loss. There is much desire 


being expressed to ascertain distribu- 
tion charges based on rent on building, 
whether owned by the retailer or not; 





Prepared for Chain Store Inquiry 
By L. W. MOFFETT 


interest on invested capital and salary 
for employees, whether “outside” help 
is used or not, and have these items 
reflected in the balance sheet in addi- 
tion to items for which the retailer 
actually pays out cash for expense. All 
of them, it has been explained, might 
be taken out for income as a supple- 
mentary showing for the total income, 
divided into price profit, return on in- 
vested capital, rent and personal sal- 
ary. Such figures would make it pos- 
sible for the purpose of comparing 
with stores using hired help, rented 
buildings, etc., because competitively 
the position in the business is meas- 
ured by the total income. 

But this and other detailed informa- 
tion remains for the future, yet it is 
hoped that in time it will be gathered. 
For the present the intention is to 
gather facts relating to actual mer- 
chandising as is passed from producer 
to consumer. 





Questionnaires for submission to re- 
tailers throughout the country have 
been prepared, and as soon as they are 
printed will be sent out by the Eco- 
nomic Division of the Federal Trade 





Commission in connection with the | 
chain store inquiry being made under | 
the Brookhart resolution. This will 
be the third and final questionnaire 
sent out. The other two, one going to 
wholesalers and the other to chain 
stores, were submitted some time ago 
and replies are being received. They 
are not, however, being received to the 
extent that had been hoped for, and 
it is thought it may be necessary to 
submit follow-up questionnaires. All 
of the schedules are minute in detail, 
and if complete replies are received for 
all three of the schedules, they, to- 
gether with the field work to be done, 
will represent an extremely comprehen- 
sive work regarding the chain-store 
system of marketing and distribution. 
There is no indication as to how long 
it will take to complete the inquiry. 
The inquiry, according to the resolu- 
tion, is intended to develop the “extent 
to which the chain-store movement has 
tended to create a monopoly or con- 
centration of control in the distribu- 
tion of any commodity, either locally 
or nationally; evidences indicating the 
existence of unfair methods of compe- 
tition or of agreements, conspiracies, 
or combination in restraint of trade 
involving chain-store distribution; the 
advantages or disadvantages of chain- 
store distribution in comparison with 





those of other types of distribution, as 


shown by prices, costs, profits and mar- 
gins, quality of goods and services ren- 
dered by chain stores and other dis- 
tributers, or resulting from integra- 
tion, managerial efficiency, low over- 
head, or other.similar causes;,,how far 
the rapid increase in the chain-store 
system of distribution is based upon 
actual savings in costs of management 
and operation, and how far upon quan- 
tity prices available only to chain- 
store distributors or any class of 
them; whether or not such quantity 
prices constitute a violation of either 
the Federal Trade Commission act, the 
Clayton act, or any other statute, and 
what legislation, if any, should be en- 
acted with reference to such quantity 
prices.” 

Of the two schedules already sent 
out, the one submitted to chain stores 
is much greater in detail. It makes in- 
quiry into almost every conceivable 
phase of the entire system. Informa- 
tion is sought from them as to the kinds 
of stores, kinds of business, the propor- 
tion of purchases bought in 1922 and 
in 1928 from different sources, num- 
ber of items handled, net retail store 
sales for the period of 1909-1928, in- 
clusive; extent of service features, such 
as cash and credit sales, orders re- 
ceived by telephone, number of stores 
making no deliveries to consumers in 
1922 and 1928, number giving full de- 
livery, number of stores making free 
deliveries, number of boys engaged to 
make deliveries at customers’ expense 
by arrangement with store managers; 
details as to accounts from manufac- 
turers, allowances, concessions, etc.; 
organization and management of chain 
stores; consolidations; whether or not 
private brands are handled, the pro- 
portion of sales of such goods to the 
total sales, etce.; whether or not the 
chains have sold as leaders any private 
brands at less than the net manufac- 
turing cost, if manufactured by the 
chain, or less than the actual net pur- 
chase cost if purchased; information 
as to price policy, whether prices vary 
between different sections, cities or 
within the same city; the reason for 
such variance, etc.; amounts spent for 
advertising; proportion of total adver- 
tising expenditures made on private 
brands of goods and on other goods in 
December of the years 1919, 1922, 1925 
and 1928; kinds of advertising and 
mediums for use of space; annual vol- 
ume of sales per store for the years 
1922, 1926 and 1928; percentage of net 
and gross profits on sales worked on; 
stock turnover; statement of financial 
results, and many other kinds of in- 
formation. 
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GENERAL MARKET NEws 








Hardware Trade Not Worried 
Over Temporary Lull 


NEW YorK, Aug. 21.—Although 


a lull in consumer demand that is 


usually associated with this time of the year is reported by impor- 
tant market centers, the hardware trade is optimistic for fall busi- 


ness. 


The slowing up on summer lines has been later in material- 


izing this year than usual and the approach of cooler weather and 
the return of vacationists in the next few weeks is looked to as a 


stimulator of demand. 


Some orders are being booked for fall merchandise but, of course, 


these are light as yet. 


Latest reports from farming sections indicate that higher prices 
for the rather short crops will somewhat compensate in the matter 
of rural buying power and consequently in that of more urban com- 
munities. The industrial portion of the country reports employment 


satisfactory. 


Prices are not showing many important changes at this time. 


Collections are averaging fair. 








Small Decrease Reported in 
Commodity Price Index 


Prices of commodities during the week 
ended Aug. 10 declined one-half of 1 per 
cent, according to the wholesale price index 
of the National Fertilizer Association. 
The decline for the preceding week was 
.3 per cent, making a total of eight-tenths 
of 1 per cent for the past two weeks. Five 
groups showed declines and only one group, 
a slight advance. Twenty-four items de- 
clined and nineteen advanced. The chief 
declines occurred in grains, feeds, flour, 
meal and cotton. Based on 1926-1928 as 
100 and 456 quotations, the index stood at 
97.9 for the week ended Aug. 10, 98.4 a 
week ago, and 98.7 two weeks ago. 








Bank Debits Rise 39 Per Cent to| 
$18,971,000,000 in Week | 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended Aug. 7, 
aggregated $18,971,000,000, or 5.7 per cent 
above the total reported for the preceding 
week and 39 per cent above the total re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to approxi- 
mately $18,076,000,000, as compared with 
$17,117,000,000 for the preceding week and 





$12,890,000,000 for the week ended Aug. 8 
of last year. 


Week’s Price Average 97.6 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on Aug. 11 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 97.6 per cent. 
The July average was 98.6 per cent. 
The purchasing power of the dollar was 
102.5c. on a 1926 basis of 100c. The July 
average was 101.4c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 91.7. 
The July average was 91.4. 

The Italian index on the revised 1926 
basis for week ended Aug. 3 was 72.7. 


General Farm Price Level 
Increases 5 Points in Month 


The general level of prices received by 
farmers was higher on July 15 than on 
June 15 as indicated by a rise in the index 
of farm prices from 135 to 140, compared 
with 145 a year ago, the Department of 
Agriculture announced Aug. 15. 

The commodities which contributed to 
the rise in the index are wheat, corn, 
barley, flaxseed, potatoes, apples, hogs, 
cattle, calves and eggs. These were partly 
offset by low prices for hay, cottonseed, 
sheep and lambs, wool and chickens. But- 
ter prices were practically unchanged. 











United States World Trade Well 
Ahead of 1928 

Trade with every grand division of the 
world during the first half of 1929 was ma- 
terially above the corresponding period of 
1928, both in exports and imports, accord- 
ing to an analysis of our international trade 
compiled on Aug. 12 by the Department of 
Commerce. Exports for the six months 
ended with June totaled $2,623,244,521, 
against $2,377,988,277 in the corresponding 
period last year, while imports amounted 
to $2,286,353,421, against $2,085,931,925. 

For the month of June four of the six 


divisions showed increases in both exports 


and imports, exports aggregating $393,- 
241,012, against $388,661,079 in the same 
month a year ago, and imports $353,408,604, 
against $317,248,712. 

Shipments to Europe for the first half 
of the year totaled $1,120,148,503, against 
$1,098,278,228 a year ago; North America, 
$724,823,203, against $628,128,649; South 
America, $288,189,220, against $217,562,- 
195; Asia, $326,018,320, against $295,059,- 
621; Oceania, $96,867,372, against $84,003,- 
734, and Africa, $67,197,903, against $54,- 
955,800. Receipts from Europe amounted 
to $655,410,914, against $601,724,896 ; North 
America, $522,413,966, against $489,560,009 ; 
South America, $344,379,357, against $302,- 
126,141; Asia, $666,155,024, against $612,- 
031,348; Oceania, $35,377,800, against $31,- 
596,881, and Africa, $62,616,360, against 
$48,892,650. 


General Wholesale Trade Showed 


Unusual June Decline 


Wholesale sales during June declined 
5.2 per cent from the May figure, accord- 
ing to figures just released by the Federal 
Reserve Board, and showed more than 
the usual seasonal decline in this respect. 
Compared with June, 1928, however, they 
showed an increase of 2.2 per cent. Men’s 
clothing showed the greatest decline for 
June, 1929, as compared with May, with 
a decrease of 18.3 per cent, followed by 
boots and shoes with 16.3 per cent and 
dry goods with 10.3 per cent. Whole- 
sale sales of drugs decreased 4.5 per cent; 
furniture, 4 per cent; hardware, 2 per cent, 
and groceries, 1 per cent. Meats was the 
only classification not showing either a 
decrease or an increase. 

Wholesale sales of men’s clothing in- 
creased 25.7 per cent over June, 1928; boots 
and shoes increased 22.1 per cent; furni- 
ture, 14.5 per cent; meat, 6.1 per cent, 
and drugs, 1.9 per cent. Hardware showed 
neither an increase nor a loss, while dry 
goods decreased 1.4 per cent and groceries 


| 2.1 per cent. 
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Business Will Continue Good, Predicts 
Oliver Bros. Letter 


NALYZING current _ business 
A conditions Oliver Brothers, Inc., 
New York City, in a_ recent 
market letter to clients consider busi- 
ness sentiment as decidedly optimistic. 
The letter points out that sentiment 
built the railroads, laid the first At- 
lantic cable and prompted other fac- 
tors of present day comfort and utility. 
The letter in full follows: “We propose 
boldly to predict that business. will con- 
tinue good, on the whole for some time 
to come, in spite of the fact that quite 
decidedly the unfavorable features of 
the business situation outweigh the fa- 
vorable by a wide margin. Credit is 
seriously strained, building activity has 
fallen off sharply, exports are de- 
clining, farming conditions are unsatis- 
factory, the automobile market may or 
may not be glutted, the tariff situation 
is unsettled. On the other side are a 
few mild contradictions of the same: 
heavy imports of gold and strong re- 
serve bank position, wheat prices 
higher, a general absence of unemploy- 
ment, high railroad earnings. We don’t 
regard such truisms as the non- 
existence of commodity speculation or 
inflation as worth considering. Their 
almost total absence for the last seven 
years, the most remarkable period of 
industrial progress and expansion in 
history, shows that these formerly cer- 
tain concomitants of prosperity no 
longer have a place in the economic 
order of things. 

“The single intangible fact that 
changes all the concrete facts into mere 
theories is sentiment and sentiment is 
unreservedly optimistic. Business 
“sentiment” is the one thing that is old- 
fashioned but not out of date. It built 
the railroads, laid the first Atlantic 
cable, developed the automobile, in- 
creased wages and reduced profits and 
made thousands rich, millions well-to- 
do and the lowest ranks of society com- 
fortable and reasonably contented. 

“The spontaneous enthusiasm of op- 
timists, however, is uncertain. Reverses 
may throw the enthusiast into the dold- 


rums, so business has profited by war 
experience and the development of psy- 
chology, and appropriated to its service 
the art of propaganda. The use of 
studied and systematic publicity is no 
longer confined to professional adver- 
tising, but extends to the “public re- 
lations counsel,” the Big Business 
synonym for “press agent.’’ Observers 
noticed that it was not enough for a 
Durant or a Schwab or a Campbell to 
reflect unvarying an inflexible optimism, 
at least for publication; it was neces- 
sary that everybody all down the line 
should harp on the same string. Bad 
news must be suppressed. Some things 
might be understood but not talked 
about. 

“Leading manufacturers and their 
trade associations brought pressure to 
bear on trade papers in some cases, and 
in others it is more difficult for the re- 
porters to dig out the facts. It is co- 
operation with a vengeance and one of 
the results is that the news columns of 
the average trade paper have become 
more propaganda than news. It’s all 
very well to lend editorial support to 
price stabilizing movements. When the 
conditions are propitious for a fair 
and square campaign intended to estab- 
lish and maintain a certain market level 
in an ailing industry, it behooves the 
leading trade papers and market infor- 
mation services to lend their influence 
towards the desired end. But when such 
movements have demonstrably failed 
in spite of the determined and united 
efforts of the manufacturers and their 
associations, the more enlightened 
jobbers, dealers, or consumers, and the 
trade journals and “services,” it would 
seem to be the duty of the two latter 
groups to admit and report the facts 
as they find them. 

“But everything good has its faults 
and our object is not to find fault, but 
to base a prediction that business will 
continue to travel at a rapid pace for 
some months to come on the sheer 
power of this combination of optimism 
and determined propaganda, ignoring, 


if you please, the fact that measured by 
the yardstick we should be preparing 
for a period of depression. 

“United States Senator King recently 
volunteered some comments on the pre- 
vailing complaisance of the federal au- 
thorities toward violators of the 
Sherman and Clayton Acts. It was a 
voice in the wilderness. Nobody wants 
a return to the corporate abuses of 
President McKinley’s days, but busi- 
ness has acquired a new set of morals 
since then, and the abuses which the 
Sherman Law was intended to correct 
are no longer possible. The most casual 
observer must be willing to assume 
that the enoromus growth and wide dif- 
fusion of wealth in the past decade 
would not have been as great had there 
been rigid enforcement of the anti- 
trust. laws. 

“The time was, not long ago, when 
it was scarcely safe to mention Soviet 
Russia, ‘that country with which our 
business men are becoming increasingly 
familiar, but which our public officials 
still appear unable to find on the map,’ 
to quote the Journal of Commerce. In 
oil and electrical power and machinery 
America has large and growing in- 
terests in “that country,” and the time 
is nearly at hand when there will be 
more insistence by business interests 
upon discarding unintelligent preju- 
dices and accepting the fact of a strong, 
responsible Government which has been 
in power a sufficient number of years 
to have all the appearance of perma- 
nence. The significant thing about the 
evolution of communism in actual prac- 
tice has been the necessity for drawing 
in its horns. In other words, as time 
goes on it becomes less communistic. 

“Ten years ago all our instinctive 
national dislike of radical political doc- 
trines was intensified by uncertainty 
as to our own destiny and by the sense- 
lessly antagonizing policies of the Rus- 
sian Government. We are less easily 
disturbed now by blatant red flag wav- 
ing, and would like to see the way 
cleared for improved and increased 
trade relations.” 
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Northwest Crops Averaging Fair, Says 


Twin Cities Report 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, Aug. 20.—Twin Cities Market Week was a de- 


cided success; 


it was held last week, with many merchants from 


over the entire Northwest attending. In addition to entertainments 
for the merchants, schools in many lines were tendered the visitors. 
Harvest is well under way, and in some sections threshing has 


been started in the territory tributary to the Twin Cities. 


Results 


are not all that was expected at the first of the season, in all of 
the territory, but on the average there is a fair crop. Late rain 
has helped the corn and pastures and there is a feeling of optimism, 
if not of complete confidence, in the results of the year’s crops. 


Prices have been revised slightly in this issue. 


These revisions 


are more in the nature of adjustments than actual changes. 


AXES.—Call for axes is normal for 
this time of year. Stocks are being 
filled for the fall demand. Prices show 
a few changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single bit, base weight, unhan- 
dled axes, $15 to $19.25; double bit, 
$20.00 to "524. 25; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 

BOLTS.—Demand is fairly good, with 
stocks ample. Prices show no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Carria#ge and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BRADS.—Deliveries are steady, with 
fair volume. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—There is a good 
demand for building paper, with stocks 
well filled. Prices on rosin paper are 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Red rosin sized paper, all weights 
$2.60 cwt., and tarred felt paper, 
$2.80 cwt., net. 


CHAINS.—Sales in this line are steady, 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Log chains, 4% x 14, $12.05; % x 14, 
$9.15; %& x a $8.60; proof coil chain, 
¥ in., $10. ’ in., .40; % in., 
$6.85; % 1. ‘$7. 70 cwt., net. 
CHURNS.—Sales in this line continue 
good, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Barrel type churns, 33% per cent 
from lists. 





EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS. — Demand is 
good, with no changes in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5-in., slip joint, —- 
gle head, galvanized, in crates, $5.2 
6-in., $6.40; conductor pipe, 3-in., 
crates, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—Call for fence is 
rather quiet yet, in a retail way. Deal- 
ers expect a fair trade this fall. Prices 
are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
9 ga., top and bottom, 
26-in. high, 
with other 


Field fence, 
ga., intermediate, 
$36.69 per 100 rods net, 
heights in proportion. 


11 


FILES.—Sales are good, with stocks 
ample. Prices show no change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 
GALVANIZED WARE.—Demand is 
steady, with good volume. Prices re- 


main unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard, galvanized pails, 10-qt., 
2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 


LAWN HOSE.—Call for this line is be- 
ginning to fall off to some extent, with 
stocks still well assorted. Dealers are 
looking to the end of the season and 
buying accordingly. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Lawn hose, Manhattan, black, %- 
in., 500-ft., bales, $7.25; %-in., $8.50; 





61 
-in., 50-ft. lengths, coupled, $7.75; 
Manhattan, red, -in., 500-ft. bales, 
7.75; %-in., "$9.0 0; %&-in., 50-ft. 
lengths, coupled, $8.05; Good Luck, 
5g-in., 6-ply, $9.00; Bull Dog, %-in., 
7-ply, $12.75 per 100-ft., net. 
LAWN MOWERS.—Sales are still 


good, with stocks ample for the call. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


i mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in. $17.85; 19-in., 
$19.95; Riverside, ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. 








MILK CANS.—Demand is fairly good, 
with stocks well filled. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 


NAILS.—Deliveries show a fairly good 
demand, with ample supplies. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Standard nails and cement 
coated wire in 100-lb. kegs, 
$3.20 per keg, 


wire 
nails 
base. 


POULTRY NETTING.—Call for net- 
ting is gradually declining, although 
there is a steady demand. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Poultry netting, hexagon mesh, 60 
er cent from lists. 


PYREX OVENWARE. — Sales are 
steady, and dealers are anticipating a 
very good demand this fall and winter. 
Prices are steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.34; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plate a, 


60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each net. 


ROPE.—Call for rope is still good, with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 
and larger, 24c.; % in. and smaller, 
25c.; best grade sisal, 17%4c. base, 


continues 
Prices have 


SAND PAPER.—Demand 
good, with stocks ample. 
been revised. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
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No. 1, 78c. per box of 75 sheets; gar- JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- 
net No. 1, $15.68 per ream, net. TAILERS, F.O.B. TWIN CITIES: TAILERS, F.O0.B. TWIN CITIES: 


SASH CORD AND WEIGHTS.—Deliv- 
eries show a fairly good demand. 


Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 62c. lb. base; 
second grade, 35c. lb.; third grade, 
27c. lb. base net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Call is steady, with stocks 
well filled. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SOLDER. — Demand is 
stocks well filled. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, TWIN CITIES: 
Warranted half and half solder, 


31%c. lb., and strictly half and half 
solder, 32%4c. lIb., in 100-lb. boxes, 
net. 

STEEL SHEETS.—Deliveries show 


good volume, with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


good, with 





a | 


| 


TIN.—Demand is good, with prices un- 


changed. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating; IC, $14.75 box, net. 
WHEELBARROWS.—Sales 
mal, with prices unchanged. 
JOBBERS’ 4 hl Sh pied TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Ameri- 
can garden, $6.25 each, net. 


WINDOW 


are ordering for delivery. 
steady. 


JOBBERS’ 
TAILERS, F.O.B 


QUOTATIONS TO RE- 
TWIN CITIES: 

Continental De - Flekt - Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.7 75 per doz. NET. Continental 
wood frame cloth ventilators, No. 
V- 836, $2. 00; No. V-923, $2.00; No. 
No. V-949, $3.75; No. 
No. V-1537, $3.45; No. 
v- 1549, $5.00 per doz. NET. Conti- 
nental metal frame cloth ventilators. 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1187, $3.45; No. 1145, $4.40; 
No. 1437, $5.00, and No. 1445, $5.60 
per doz. NET. 

Wurldsbest window ventilators, No. 
2, $1.75; No. 38, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No.6B, 
$4.50, and No. 6C, $5.00. These prices 
are LIST EACH and subject to a 
dealers’ discount of 3344 per cent. 


WIRE.—Fence wire 
what better, 
Prices show no changes. 


. 


are nor- 


VENTILATORS. — Retail 
demand has not yet started, but dealers 
Prices are 





is moving some- 
with stock well filled. 


Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—tThe season for this 
item is well advanced, and stocks are 
graded down accordingly. Prices show 
no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wire cloth, 12 x 12 mesh, black 
painted, $1.85, and 12 x 12 mesh, 
— finish, $2.25 per 100 sq. ft., 
ase. 

Bronze wire cloth, 14 x 14 mesh, 
$7.00 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Demand is steady, with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 


$2.60; 15 in., $2.75 each, net. 
Snap - on - Wrenches.—Radio and 
electric sets in metal cases, $2.75; 


No. 101 Master Service Sets, $13.75; 
No. 202, Heavy Duty Sets, mS: No. 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, a og 
No. 90, Square Socket Set, $3.7 

1917, Giant Snap-on with atm, haaay 
duty ratchet, $27.35 list, less 33% per 


cent discount. 
Crescent, 6 in., $5.65; ; ‘ate $6.96; 
and 10 in., $8.64 doz., net 


Hardware is Moving Well for August in 
New England—Trade Is 


BosTon, Aug. 20.—Hardware is moving remarkably well for August 
in the New England field and the retail and jobbing trade is quite opti- 
Current retail buying embraces a much wider field than it 
It not only includes goods that 


mistic. 


usually does at this time of the year. 
will be required in the fall, but in the winter, and because of the long 
practiced conservative buying of merchandise in general, there is a sur- 
prisingly good call for equipment needed now for gardens, lawns and 
a long list of other jobs about the city house, garage and seashore 
Marine hardware also is selling exceptionally well 
In fact, it has been one of the best years for marine hard- 
Some of the jobbing houses are still 
operating with reduced working forces because of vacations, and in 
such cases they are rather pushed to supply retailers’ needs promptly. 

The most encouraging feature of business, however, is the manner in 
which the retail trade is contracting for supplies that will be needed 
Buying of futures is by no means brisk, but local job- 
bers say it is so much better than it was one and two years ago the sit- 
uation warrants optimism. Jobbers have made up their minds that the 
retail trade is laying plans to push their sales. 


and country home. 
for August. 
ware experienced in a long time. 


later in the year. 


ing in the credit situation also has helped to mold trade opinion. Despite 
the fact that the woolen goods industry of New England is still in red 
figures, the cotton, shoe and metal working plants are all doing much 
better than they were a year ago, which means there is less unemploy- 
ment and public buying power is accumulating. New England appears 
destined to be a factor in aeroplane construction, which should be con- 
sidered an industrial factor. 


(Boston office of HARDWARE AGE) 


A further strengthen- 





Optimistic 


ARMS AND AMMUNITION.—Retail- 
ers are beginning to show interest in 
arms and ammunition. The ammuni- 
tion situation, which for some time has 
been unsettled, is firmer and jobbers 
in general are of the opinion that 
prices will be advanced within the near 
future. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Shotguns. — Standard makes, 
ga. No. 330, $19.75 each net; No. 
$36 $20.75; No. 107, $7.75; No. 10, 
35. 25; No. 312, $7.80; 16 gage, No. 107, 
7.75; repeater, $30; double barrel, 
No. 628, $14.50; hammerless, 20 gage, 
$14.50; 30 gage, $14.50. 
Rifles.— Visible, No. 70, $10.20 each 
net; No. 17, $7; No. 27, - 40; age 
man, No. 13, $6.10; No. $4.6 0; No. 
14%, $3.85; Marksman, a No. 11, 
$ 36: Savage, No. 04, $6.05; Paige- 
Lewis, No. bolt action, $5.50; 
Hamilton, No. 27, bolt action, $2.12; 
No. 027, $2.40; No. 43, .60. 
Cartridges. Rim fire, clean, $2.11 
per 1,000 net; 22 short, $2.63; 22 long, 
$3.62; 22 long rifle, > 21; 22 long shot, 
$6.56; 32 short, $7.8 5. 
Cartridges.—Center fire, 25 
matic Colt, $8.35 per 1,000 net; 
Smith & ‘Weston, lead, $13.39; 
automatic Colt, $19.98; 30-40 Win- 
chester, .71; 38 Smith & Wesson, 
lead, $17.45; 38 Smith & Wesson, spe- 
cial lead, $20. 85; 45 automatic Colt, 
$33.51. 
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auto- 
32 
32 


ASH SIFTS.—Buying of ash sifts for 
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future delivery is beginning to assume | last year by jobbers, but not as many JOBBERS’ QUOTATIONS TO RE- 
sizable proportions. It is believed re- | as in 1927. It is believed 1929 sales rc ean ge _ 

° ° . ‘ ontinenta ventuators, e- eKt- 
tail stocks carried over last season are | will exceed those of 1928. Air (metal center), No. 63, $2.53; No. 
small. JOBBERS’ QUOTATIONS TO RE: 87, $2.80; No. 88, $4.00 and No. 117, 

JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. BOSTON $4.00 _ These prices are NET PER 
TAILERS, F.O.B. BOSTON: Kegs.—Oak, varnished, 5- eek. $1.15 DOZEN 

Ash Sift T hi h each net; 10-gal., $1.70; 15-gal., $1.95; Continental wood frame ventilators, 

sh Sifts.-Triumph, two to the 20-gal., $2.25; 25-gal., $2.65; 30-gal., No. 836, $2.15; No. 923, $2.15; No. 

ot Mn ee ee ee ee $2.85; 50-gal. (not varnished), $3.90. 937, $2.35; No. 949, $4.00; No. 959, 

: 4.65; No. 1537, $3.65, and No. 1549, 

agg Tt wr hiteiite Ps6 ‘on LAWNMOWERS.—Leading _ manufac- 5:30. These pF cr are NET PER 
doz. net; Rapid, $8.40. turers of lawnmowers have issued next DOZEN. 

Ash Can Trucks.—Little Mann, $30 season’s prices, which show no change Continental metal frame, cloth ven- 
per doz. net; Senior, $28. Blue Rib- fr h P d d ” tilators, No. 833, $2.65; No. 837, $3.00; 
bon barrel racks, $3.75 each net. rom those now quoted. No. 8.45, $4.00; No. 1137, $3.65; No. 

— , : 1145, $4.65; No. 1437, $5.35, and No. 
AUTOMOBILE ACCESSORIES.—At | NAILS.—Jobbers have been informed | 144°" 36°0' These prices are NET 
least one make of competitive tires that there greed - be _ ig PER DOZEN. 

- |in wire nai rices during the re- Turldsbest window ventilators, No. 
has been reduced about 5 per cent in peel il tials Some G € i] be a a ie Ma 4 See 
price. Demand for tires is quite good, bei frered i in ping theory No. 5A, $3.00: No. 6A, $4.00; No. 6B, 
but competition for business is very are being offered in Boston, but sup- $4.50, and No. 6C, $5.00. These prices 
keen. Other automobile accessories | Plies are limited, consequently are not are LIST EACH and subject to a 

much of a market factor. dealer’s discount of 3314 per cent. 


are only moderately active. 
orders placed by retailers 
small quantities of stock. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Tires.—Mansfield line, sian? duty, 
—_—- side, clincher cord, 30 x 3% 
» $5 oe 31 x 4 in., $8.45; 32 x 4 
$9. 33 x 4 in., $9.50; 32 x 414 in. 
555 033 =x 5 im. $21.15: 35 x 5 in. 
Discount 10 per cent. 

“Tires. —Mansfield line, balloons, 29 
x 4.40-21, $5.65; 29 x 4.50- 21, $6.30; 
29 x 4.75- "20, $7.50; 29 x 4. 75-21, $7.80; 
29 x 5.00- 92° $9. 70: 29 x 5.25-20, $9.55: 
29 x 5.25-21, $9.85. Discount 10 per 
cent. 

Tires.—Mansfield line, balloons, six 
ply, 30 x 4.50-21, $11.05 each list; 30 x 
5.25-20, $14.30; 30 x 5.50- 20; $16.05; 35 
x 6.00-23, $19. Discount, TMs per cent. 

Tubes. 5_ Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15. 60 per car- 
ton list; 30 x 4.50- 31, $18. Discount 
10 per cent. In less than carton lots, 
nin per tube should be added to the 
cos 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9. 90° per carton 
list; 31 x 5.00-21, $10. 50; 30 x 5.25- 
20, $11.40; 29 x 5.50, $12.90; 30 x 
5.50-20, $13.50; 80 x 6.00-18, $12.90; 
31 x ss $13.20; 32 x 6.00- 20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. ~ less than carton lots 
i per tube should be added to the 
cos 


Individual 
eall for 





BULL RINGS.—Jobbers have reduced 


prices on bull rings about 714 per cent 


following the receipt of new lists from 
manufacturers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Bull Rings.—No. 21, $2.70 per doz. 
18. gh 0s, 22, $2.97; No. 25, $14.38; No. 


FOOTBALLS.—Jobbers, for the first 
time this season, are showing their 
lines of footballs, and initial orders 
placed for them are quite satisfactory. 
Footballs.—Reach, No. 5S, $1.70 
each net; American Rugby, No. 5SV, 
$2.70; The College, No. 5P, $3.35; Reg- 
ulation, No. V5, $4. Fox Rugby. No. 
125, $8 per ‘doz. net; No. B21, 
Bladders.—No. 1590, size c $0.75 
per doz. net; No. 1591, size 5, $3.25. 


IRONS.—Jobbers are offering two 
Universal. electric irons for August 
and September delivery at special 
prices, and are securing good orders. 


JOBBERS’ oS ate: TO RE- 
TAILERS, F.O.B OsT 

Irons. —Flectric, gi ll No. 
9070, six pounders, with stand, $2. 25 
each net; No. 909, six and a quarter 
pounders, with stand, 


KEGS.—The movement of kegs out of 
retail and jobbing stocks is gathering 
A lot of kegs were sold 


momentum. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


} Nails.—Wire, from store, $3.50 per 
keg base; from mill, in car lots, $2.75 
per keg base, f.o.b. Pittsburgh; in 


less than car lots, $3. 
nails, in ear lots, 
f.o.b. Pittsburgh; 


Cement coated 
2.75 per keg base, 
| in less than car 
lots, $8. Cut nails, from store, $4.25 
per keg base; galvanized cut nails, 
from stock, 8d, and smaller, $6.25 per 


100 lb. base; larger sizes, $6.85. Mill 
shipments, 8d, and smaller, $5.75 
base; larger sizes, $6.35. Hardened 
steel floor, direct shipments, $7.60 


f.o.b. Wareham, Mass.; 

| $8.10. Western cut nails, direct ship- 

} ments, in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o.b. Wareham. 

| PLASTIC WOOD.—Public demand for 
plastic wood evidently is increasing 
because retail dealers have found it 
necessary to replenish stocks. Then 
too, there is some buying in anticipa- 
tion of requirements during September 
and October. Prices have not changed 
in many months. 


JOBSERS’ QUOTATIONS” TO RE- 
TAILERS, F.O.B. BOSTON 


from _ store, 











Plastic Wood.—In ausieleaie pound 
containers, 35c. each list; in one 
lb. containers, $1; in tubes, 25c. Sol- 
vent fluid, 3-0z. cans, $3 per doz. 


list. 
%-lb. containers, $4.20 


Tire cement, 
per doz. list. Discount 33% per cent. 


| SKATES.—Retailers are beginning to 


place orders for ice skates to be de- 
livered later in 1929, and for roller 
skates for prompt delivery. In ice 
skates, demand, as was the case last 
year, seems to run largely to combi- 
nations of skates and boots. As com- 
pared with a year ago, ice skate prices 
are quite reasonable. 
JOBBERS’ oy gpl D ol TO RE- 
TAILERS, F.O.B. BOSTON 
Ice Skates.—Union line, 
52414, $1.19 per pair net; 
$1.49; hockey and figure, 
adian hockey, No. 5%, 85c 
No. 52, 97c.;: No. 5624, $1. 
562414, $1.43: No. 57241%4L, $1. 
dren’s bob skates, ”'32c 
Skates.—Roller, Union line, No. 2, 
70c. per pair net; No. 3, 75c.; No. 5, 
$1.40; No. 6, $1.45; No. 10, Si. 10: Chi- 
cago line, No. 181, boys,’ $2. 65; No 
181, girls’, $2.75. Other makes, No. 
103, 80c.; No. 1005, $1.30; No. 105, $1. 


VENTILATORS.—During the past 
week or ten days there has been a 
marked improvement in retail buying 
of all kinds and makes of ventilators. 
Jobbers say, however, that the trade 


men’s No. 
No. 424%, 
2.98; Can- 

ladies, 
13; 
44; chil- 


| has not begun to buy and that it is 


confidently felt that 1929 sales will 
assume new high record proportions. 











WASH BOILERS.—Despite the popu- 
larity of washing machines there is 
still a big demand for wash boilers 
and many retailers are ordering stock 
to be delivered a little later in the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Wash Boilers.—Copper, No. 8, $40.20 
per doz. net; No. 9, $42.60; No. 148, 
$45.60; No. 149, $49.20. 

Wash Boilers.—Tin, No. 81X, $25 
per doz. net; No. 91X, $26.65; No. 
81XX, $26.65; No. 91XX, $28.35. 


WEATHER STRIP.—Jobbers are be- 
ginning to secure orders for weather 
strip. Old weather sharps say we will 
have a long cold winter. If that is 
true a lot of weather strip will be 
needed in New England. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Weather Strip.—Bosley, wood and 
felt, Nos. 60 to 65, in tull bale lots, 60 
and 10 per cent discount; Clincher 
double contact, Nos. 7 to 75, 50, 10 and 


Economy metal, 


5 per cent discount. : 
for windows, 


24 cartons to the case, 


36 x 36 x 36 in., $27.36 per case net; 
42 x 42 x 42 in., $31.68. For door, 36 
x 84 in., $28.80 per case; 42 x 84 in., 
$30.96. Home Comfort, 500 ft. reels, 
maroon, $4.20 per 100 ft.; white, $5; 
Victor, flexible felt, 20 per cent off 
list. Spring bottom strips, 32 in., 
$5 per doz.; 36 in., $5, 42 in., $5.65; 
Axte'l, all metal, 36 in., $6 per doz.; 
extra fixtures, $4 per doz. 


WEDGES.—Those retailers who are 
ordering axes ‘for subsequent delivery, 
also are taking wedges. It probably 
will be another month, however, before 
buying really gets into full swing. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Wedges.—Saw, % lb., 27c. each net; 
1 Ib., 31c.; 1% Ib., 338c.; 2 Ib., 38c. 
Truckee, 3 Ib., 35c.; 4 Ib., 42c.; 5 Ib., 
48c.; 6 lb., 56c. Square head, 4 Ib., 
$4c.; 5 Ib., 41c.; 6 Ib., 48c. 


WINDOW GLASS.—The market for 
window glass appears to be firmer than 
it has been in a long while. Jobbers 
say the better feeling is due to the 
belief that importations of glass dur- 
ing the remainder of 1929 will be in- 
consequential. 
JOBBERS’ bagel sod TO RE- 
TAILERS, F.0O.B. BOST 
Window Glass.—Third ues. sin- 
gle B bracket, 88 and 5 per cent dis- 
count. All other singles, 88 per cent 
discount. Double B and all sizes, 87 
per cent discount. 
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Chicago Sales Levels Are Well Sustained— 


Some Price Fluctuations Are Apparent 


(Chicago office of HARDWARE AGE) 


CHICAGO, Aug. 20.—Business with local hardware jobbers continues 
to retain an even keel. Current sales in seasonable as well as staple 
lines are holding up well in spite of the fact that the time has arrived 
for the customary recession in purchases, which is generally attributed 
to “the mid-summer slump.” Orders being taken for future delivery 
aggregate a healthy total, denoting a feeling of dealer optimism, over 
the outlook for the coming fall and winter seasons. 

Dealers in Illinois and adjacent states are particularly happy over 
the prospects for fall business. The pessimism which was so prevalent 
throughout the Dakotas and Minnesota during the period of the long 
drought has given way to a more encouraging outlook. 

Numerous reports for limited periods, or from restricted areas, have 
appeared in recent months, indicating a decline in building operations. 
With totals for the first six months of 1929 now in hand, there seems to 
be nothing to substantiate the idea that building has declined or is de- 
clining. It is true that permits issued in the principal cities for the 
first half of the year were 2 per cent below last year and perhaps 3 per 
cent below the year before, but, as an offset to this small decline within 
the corporate limits of large cities, we have an almost phenomenal 
growth in many of the smaller cities and in the suburban areas. These 
activities may not be measured as accurately as large city building 
operations, but the movement of building materials by rail supports 
the idea that there has, as yet, been no material decline in actual con- 
struction. This is further supported by Chicago jobbers, who report 
that sales of builders’ hardware are running ahead of last year’s. Some 
further restriction in building in the largest cities of the East may 
occur later in the year, but the total delivery of building materials into 
consumption in 1929 is not likely to be less than in 1928. 

Prices on both raw and boiled linseed oils are steadily advancing. 
An advance of 7 cents per gallon became effective on Aug. 10. Weak- 
ness is apparent in the local market on nails and galvanized steel sheets. 
Prices on these two staple lines are unstable due to keen competition. 

Production of steel mills in the Chicago district is practically un- 
changed at near peak capacities. Prices, with the exceptions of galvan- 
ized steel sheets and nails have a steady status. 

The credit situation has shown improvement. The number, of busi- 
ness failures in all lines of retail business during the first half of 1929 
was 5 per cent less than for the corresponding period of 1928. 


ALARM CLOCKS AND WATCHES.— yea a. setoeeh. ee per ae 

en ur, luminous ial, colored, 

Current sales are good, as dealers are] $29.52 per’ doz.; Tiny Tim Nickel or 

preparing for the usual brisk demand ee Pon om eo oe a $1260 
° Mode ke a R : 

for school purposes. Prices are un- per doz.; New Model Pocket Ben 

Watches luminous dial, $18.96 per 


changed. 

doz.; Lots of 2 dozen or more, all 
one kind or assorted, are subject to 
an extra discount of 2% per cent. 
In lots of 6 dozen or more, all one 
kind or assorted, are subject to an 


JOBBERS’ QUOTATIONS TO RE- 
YAILERS, F.0.B. CHICAGO: 
Big Ben, plain dial, $27.48 per doz.; 


Big Ben, luminous dial, $37.92 per extra discount of 5 per cent. West- 
doz.; Big Ben, De Luxe Nickel, clox and Watches, plain and lumi- 
$31.68 per doz.; Big Ben, De Luxe nous dials, may be assorted to obtain 


quantity discounts. 
AUTOMOBILE ACCES SORIES.— 
Some of the prominent tire manufac- 
turers recently revised prices on their 


Nickel, luminous dial, $42.24 per doz.; 

Big Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben, colored, lu- 
minous dial, $42.24 per doz.; Baby 
Ben, plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 








Baby Ben De Luxe, nickel plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
Nickel luminous dial, $42.24 per doz.; 
Baby Ben De Luxe, colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
colored luminous dial,, $42.24 per doz.; 
America plain dial, $12.60 per doz.; 
America luminous dial, $18.96 er 


America Colored Clocks, $12.60 
; Sleepmeter plain dial, $16.80 
.; Sleepmeter luminous dial, 
$25.20 per doz.; Ben 
$21.12 per doz.; 
dial, 


Hur plain dial, 
Ben Hur luminous 
Nickel, $29.52 per doz.; Ben Hur 





econd line of tires to conform with mail 
order figures. Sales are normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appelton, No. 3280, 
$6.50 each. 





Chains.—Non-skid dozen pair lots, 


35 per cent discount. : 
Jacks.—National Standard No. 21, 
$1.30 each. 
Pumps.—Rose, 1% in., cylinder, 
$1.85 each. 


Tires and Tubes.—Mansfield tires 
30 x 344, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6. 50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50: Mansfield doutae 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings 
12% per cent on tubes. 


BICYCLES.—The approach of _ the 
school term has resulted in a better 
demand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


and 


Double Bar Motor- Bike Model, 
$26.26; ladies’ model, $25.90; girls 
and boys’ juvenile model, $22.60. 


BOLTS AND NUTS.—Current sales are 
in good volume and sales for this year 
are larger than last. Discounts remain 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 
All discounts are quoted from ‘“‘full 
case”’ lists. 


BOTTLING SUPPLIES.—Demand is 
improving and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double latquered in 50 gross 
lots, 15%4c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE.—Sales for 
1929 are greater than in 1928 in spite 
of the reputed curtailment of building 
operations. Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

31%, x 3% steel butts, old copper or 
dull brass finish, $2. 16 per doz. pair 
in case lots: less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3. 00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 


bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 


brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


CANNING SUPPLIES.—Business has 
been brisk in this line, but present ac- 
tivity is confined largely to the dealers. 
Steady prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Quart, wax top tins, $5.30 per gross. 
Red sealing wax, 35c. package. 20 
sticks; handy canning rack, half 
gross in carton, $7.70 per gross; wire 
fruit jar wrenches, 65c. doz. 
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CARPET SWEEPERS.—Demand is ex- oo ene veeney Aenortunaen. — Beg age beh! TO RE- 
* asst.; Creek Chub Lucky Mouse As- » F.0.B. ICA : 
cellent. Standard, Grand Rapids Jap- sortment, $4.00 asst.; Creek Chub Linseed Oil, Raw.—Barrel lots, $1.12 
anned and American Queen are the pop- — Minnow Assortment, $2.00 ay or 5 barrel lots, $1.09 per gal. 
ular sellers at present. asst. inseed Oil, | Boiled.—Barrel » lots, 
y x $1.15 per gal.; 5 barrel lots, $1.12 per 
JOBBERS’ QUOTATIONS To RE- FRUIT PRESSES.—Sales are showing gal. 
TAILERS, F.O.B. CHICAGO increased activity. Pri i Denatured Alcohol.—Barrel lots, 
Bissel’s Standard, $36.00 doz.; Uni- nenderee y eT ee 63c. per gal.; steel drums, extra, $6, 
Seem wae ee | so .— ee 
sa ickeled, R 0z.; Gran¢ JOBBERS’ QUOTATIONS TO RE- oe eee ie EACSS DEE 
Rapids Japanned and _ colors, $44.00 TAILERS, F.0.B. CHICAGO: eS ay orn ni 
doz.; Grand Rapids Nickeled, $48.00 4 qt. tinned cylnider, $3.25 each; 6 ee "50 a -—10 13.75 CES, oe 
doz.; American Queen, $54.00; Parlor qt., $4.00 each; 12 qt. $6.00 each; —< ; ae Ib. kegs, i go Rag y 
Queen, $56.00. fruit presses, wood tubs, No. 0, $3.90: rag $13.75 cwt.; 12% Ib. kegs, $ 
. 2, 
CHAIN.—A good demand is reported ae oo? R ~ so 50. $9.75; No. 3, aos gg te. me per 3.58 
; - Ya * per gal. in barrel lots; orange $2.26 
and prices are firm. GLASS AND PUTTY.—A temporary or gal. in barrel lots. — 
JOBBERS’ QUOTATIONS TO RE- a % : . . nglish Venetian Red.—In barrels, 
TAILERS, F.0.B. CHICAGO: lull in the demand is being felt during jue oer i x MOR. fot, ORE. 
%-in. Proof coil chain, $11.00 cwt., the vacation months. Prices remain un- per Ib. 
base; trade-marked coil chains, changed. Dry Paste.—Barrel lots, 7%c. per 
pcan tae JOBBERS’ QUOTATIO 2 O RE 2 
N Alb - = P 
COPPER RIVETS AND BURRS.—Cur- TAILERS, F.0.B. CHICA PREPARED ROOFING.—Selling vol- 
Single strength A, all om 85 j , . 
rent sales aggregate a good volume. per cent discount, single strength B, — deat e larger than normal. 
Prices remain unchanged. all brackets, 87 ‘per cent discount; Prices unchanged since July. 
louble strength A, all brackets, 85 ’ 
JOBBERS’ QUOTATIONS TO RE- : ; p . JOBBERS’ QUOTATIONS TO RE- 
per cent discount, double strength B, * 
TAILERS, F.0.B. CHICAGO: all brackets, 87 per cent discount; a carom F.0.8. war ngpececens ’ 
Copper rivets and burrs, 30-10 per putty, _— grade, $3.90 per 100 Ib.; Best grade, selected surfaced, pre- 
othe apa commercial, $2.18 ‘per’ 100 Tb a pe gr 


ELECTRICAL GOODS AND RADIO/| GRAIN SCOOPS.—Demand is good, al- per square; best grade, tale surfaced, 
$2.10 per square; medium grade talc 


EQUIPMENT.—Demand is very good though it is still too early for the call surfaced, $1.43 per square; light 


and prices are without change. Sales} to register in earnest. Steady prices grade tale surfaced, $1.00 per square; 
on radio batteries are starting to pick | prevail. Se Se See: or ee 
up. aes. sap I TO RE- PYREX WARE.—Sales are about nor- 
ILER l © 1° . , 
JOBBERS’ QUOTATIONS TO RE- Nos Sit per dons No 10, $15 | mal. Prices are steady. 
TAILERS, F.O.B. CHICAGO: per doz.; No. 12, $16 per doz.; No. JOBBERS’ QUOTATIONS TO RE- 
San’ coe , Un ak oe 14 14, $17 per doz. TAILERS, F.O.B. CHICAGO: 
rubber covered wire, 50 per 1000 ‘ sa vs c . 9 .r 
ft.; in less than 1000 ft. lots, $6.75; GOLF GOODS.—Sales are holding up Pe ity ee ate ans an. B16 
in 1660 fe be, Wie, ee eh well, Better grades of clubs are espe- per doz.; Oval canerotes, same 
brass key socket, 13c. each; lots of 25 cially active. Season’s prices remain ngs Sos yea ag ron ST ae ont 
a a. i a plugs, = unchanged. doz.; small utility dishes, $8 per 
piece attachment plugs, 5c. each; dry JOBBERS’ QUOTATIONS TO RE- a a a Se 
— boxes of 55, 3214c. each; less Ba ye — Page P i 
than case lots, 35c. each. illerich & Bradley Matched Wood = searci is her- 
Electrical Appliances.—Irons, Hot Clubs, No. 3A, $30.00 set; Grand Slam ROPE Sisal fiber scare ty is bothe 
Point, $4.20; in lots of six, $3.90; Irons, chromium heads, $4.00 each; ing the mills, though no price changes 
Sunbeam, $5; in lots of six, $4.75; Lo-Skore Wood Clubs, rustless a » j Ss 
Percolator, Universal, 9169, $16.65. shafts, $3.65 each; Lo-Skore Irons, _ expected during August. Sales are 
Electric Fans.—6 in. Polar Cub, hickory shafts, $2.35 each; Compe- normally active. 
$2.75 each, lots of 12, $2.65; 8 in., tition Clubs, nickel plated heads, JOBBERS’ QUOTATIONS TO RE- 
Polar Cub, $3.20 each, lots of 12, aluminum cap grip, $1.35 each; Com- TAILERS, F.0.B. CHICAGO: 
$3.05; 10-in. Oscillating Cub, $7.00 munity Clubs, Woods and Irons, 80c. Best manila, standard brands, base, 
each, lots of 12, $6.65; 8-in. North- each; Crawford-McGregor Uni-Sets, 22c. per Ib.; ‘No. 2 manila, 20c. per 
wind, $4.55 each, lots of 10, $4.39; Gregor Duralite Matched Irons (6 in Ib.; finest sisal, 15c. per lb.; No. 2 
10-in. Oscillating Northwind, $10.50 set), $36.00 set; Silver King Golf sisal, 14%c. per Ib. , 
each, lots of 10, $10.13. Balls, $7.50 doz.; Royal Golf Balls, ‘ npiay 7 
Te me cae on B. ag ag $6.50 doz. SASH CORD.—Demand is normal and 
79 KE, $1.40 each; case lots of 5, : prey, Teen 
$1.30; No. 770, $3 each; packages of HAMMERS AND HATCHETS. — | prices are unchanged. 
5, $2.80; No. 771, $2.06 each; packages ic ; . ’ “ 
ore $i 92; No. sat. F050 aout pane Prices remain steady. Tool demand is TAILERS F.GB CHICAGO: 
ages of 5, $2.97; No. 485, Layerbilt | fair on the general lines and very cmeeiaiiaden ain se. 4 ORME oes 
battery: Jose than standard packages, | heavy on good nail hammers. aap.’ Now 6, Go per. dod.; competitive 
ages, $2.06 each. JOBBERS’ QUOTATIONS TO RE- re a ee ee 
Radio Tubes.—UX-201A, T5c.; UX- TAILERS, F.0.B. CHICAGO: des tlc 
199, $1.20; UX-227, $1.50: UX-171A, ammers.—First quality, 10 oz. ! EIG Pita fi - - 
$1.35; UX-250, $6.60 each; UX-245, nail hammers, $12 doz.; 16 0z. ma- SASH WEIGHTS. i This is a live sell 
$2.10 each; UX-224, $2.40 each. chinists’ hammers, first quality, $9.20 ing season. No price changes. 
as i doz.; competitive grade, 16 oz. nail 
FLINT PAPER.—Fair demand at un- hammers, $6 to $8 doz. ey ig bg oo y+ il RE- 
changed prices Hatchets.—First quality hatchets, as ree i 
ged p : No. 2 shingling, $12.50 doz.; first Ideal (full weight) less than car- 
JOBBERS’ QUOTATIONS TO RE- quality hatchets, No. 2 broad, $16.40 load lots, $36 per ton. Carload lots, 
TAILERS, F.O.B. CHICAGO: doz.; medium quality hatchets, No. 2 $33 per ton. 
9 x 11 sheets, in bundles, No. 0, shingling, $8 doz.; medium _ quality y er 
$4.05 per ream; same No. 1, $4.85 per hatchets, No. 2 broad, $12.50 doz. V ENTILATORS. — Recently revised 
prices on window ventilators are quoted 


am; 83% _ § 2 3 dles, 
No, Shes perream; same. No.1, | NAILS, WIRE AND STAPLES.— 


No. 0, $3.65 per ream; same, No. helow. 








$4.40 per ge 9 x 11 sheets, in ; > 77 in- 
tell ER i lg goo Bac. Prices are without change. Carload in ide auevannn: 26 te 

aa a4 hs Bi in boxes, No. 1, 75 quiries and sales are quite frequent. TAILERS, F.0.B. CHICAGO: 
sheets per box, 76c.; 8% x "10% General demand only fair. Continental ventilators, De-Flekt- 
sheets, No. 0, 100 sheets per box, ‘ Air (metal center), No. 63, $2.53; No. 
76c.; 8% x 10% sheets, No. 1, 75 JOBBERS’ QUOTATIONS TO RE- 87, $2.80; No. 88, $4.00, and No. 117, 
sheets per box, 67c. TAILERS, F.0.B. CHICAGO: $4.00. These prices are NET PER 

L.c.1. quantities common wire and | DOZEN. 
FISHING TACKLE.—This line con- cement coated nails, small orders out Continent: il wood frame ventilators. 
- d ° of Chicago stock, $3.20 per keg base. No. 836, $2.15: No. 923, $2.15; No. 
tinues in excellent demand. Prices Mill shipment price is $3.05. base. 937, $2.35: No 949, $4.00: No. 959. 
have remained without change all sea- Carload (36,000 Ib.) base for mill | $4.65; No. 1537, $3.65, and No. 1549, 
shipment, still lower. Steel cut nails, | $5.35 These prices are NET PER 
son. 4 bas } $5.35. § S ¢£ NE rR 
$4, base. ae | DOZEN. 
JOBBERS’ QUOTATIONS TO RE- No. 9 black annealed wire, $3.20 per | Continental metal frame, cloth ven- 
TAILERS, F.O.B. CHICAGO: 100 Ib.: No. 9 galvanized, plain wire, tilators, No. 833, $2,65; No. 837, $3.00; 
Bronson Level Winding Reels, $1.50 3.75 per 100 Ib.; catch weight spool No. 845, $4.00; No. 1137, $3.65; No. 
each; Meisselbach Level Winding galvanized cattle or hog wire, $3.80 1145, $4.65; No. 1437, $5.35, and No. 
Reels, $3.00 each; Heddon Chief per _100 lb.; polished fence staples, 1445. $6.00. These prices are NET 
Dowagiac Reel C4CD, $7.00 each; 3.55 per 100 Ib. PER DOZEN. 


Wurldsbest window ventilators. ae 


Heddon Golden Rod, $13.25 each; > : 
South Bend Plunk-Oreno, $8.00 doz.; PAINTS AND OILS.—Demand is nor- | 2, $1.75; No. 3, $2.00; No. 4, $2. 
South — Crippled aenew, $5.60 mal. A further advance of seven cents _ 5A, $3.00; gy —4 $4.00; No. 6B 
doz.; South Bend Teaz-Oreno, $5. . * . * | 4.50, and No. 6C, $5.0 These prices 
is effective on boiled and raw linseed | are ‘List EACH and. subject to a 


doz.; South Bend Whirl-Oreno, Dis- z Psa a 
play on cards, $2.00 card; Creek oils. Prevailing prices are quoted. | dealers’ discount of 33% per cent. 
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Hardware Trade Showing Improvement in 
Missouri River Crossings Territory 


(Kansas City office of HARDWARE AGE) 


KANSAS CiTy, Aug. 20.—Trade continues to flow steadily with a dis- 


tinct trend toward betterment. 


Every sign, near or far, indicates that 


the year will show a volume well ahead of that for 1928 when the whole- 


salers were well pleased with the results of their efforts. 


With the ex- 


ception of a few weak price situations, the outlook along the whole 


hardware front is bright. 


On some items little profit is being reaped. Ammunition is among the 
lines suffering from excess of competition. 
There is a feeling that the ammunition end of the hardware miscel- 
lany, within recent months, has been taking too much punishment; 
remedial measures are contemplated and, in the case of one house, have 


been put into effect. 


Indications point to a heavy fall volume on loaded shells. 


Quail are 


said to be more numerous in this territory generally than they have 


been for twenty-five years. 
pitious. 


The outlook for other game is almost as pro- 


Tire business, in line with the season is good, though prices are weak; 


some improvement in this respect is noted, however. 


Electrical goods 


are moving satisfactorily. Electric building fixtures are in better de- 
mand than formerly. The electric fan trade has been better than last 
year, some stock shortages being reported. 


Paint is one of the liveliest lines. 


Despite the providence of damp 


weather throughout the first half of the year, much outside painting 


has been done. 


chants are showing increased interest in paint. 


report both satisfaction and pleasure in the sale of paint. 


BALE TIES.—Recent dry weather has 
not been so good for the hay, but the 
Bale 


ties continue in normal demand. Prices 


setback seems only temporary. 


are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bale ties, 8% ft., 
bundle; 9 ft., 14 ga., $1.46; 7% ft., 15 
, 15 ga., $1.14; 8% ft., 
: = ft., 15 ga., 


ss "15% 
16 ga., $0.88; 8 ft., 
ft., 16 ga., $0.97. 


14 ga., $1.39 per 


ga., $1.13; 7% ft., 
16 ga., $0.92; 8% 





BUILDERS’ HARDWARE.—U rban 
volume is holding up well. Prospects 
for country business are better because 
of the much improved agricultural situ- 
ation. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4 x 4, $27 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.50 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Summer farming activity is stimu- 
lating business in his line which had 
fallen off following the small-grain 
harvest. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, 


rolled thread, 50- 





10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
from list as of April 1, 1927. 


Volume has been affected accordingly. Hardware mer- 
Without exception they 


EAVES TROUGH AND CONDUCTOR 


PIPE.—Trade continues fairly good 
the cities. Prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage, 5 in. lap joint eaves 
trough, $4. 15 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5 per 100 ft. 


GRAIN SCOOPS.—Demand is 
fair. Recent reductions are still 
effect. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Grain scoops, split handle, corru- 
gated bottom, light weight; No. 6, 


$11.50 per doz.; 
$13.50; No. 12, 


LANTERNS.—Summer 
fects business in this line. 
for the months to come, however, 
bright. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Dietz line of tubular lanterns, Hot- 
blast, Little Star, $8.00 per doz.; hot- 
blast, Hy-Lo, same, hot-blast, O. K., 
$9.50 per doz.; hot-blast, No. 2 Royal, 
$10.00 per doz.; cold-blast, Junior, 
$8.75 per doz.; cold-blast, Junior 
brass, $16.00 per doz.; cold-blast, 
Junior brass, nickel plated, $20.25 per 
doz.; Junior wagon lantern with 
bull’s-eye lens, $17.75 per doz.; 
Eureka driving lanterns with plain 


No. 8, $12.50; No. 10, 
4.50. 


lethargy 


in 


only 


in 


af- 
The outlook 


is 





lens, $19.50 per doz.; Eureka lanterns 
with optical lens, $21.00 per doz.; No. 
15 wall lanterns, $35.00 per doz.; im- 
perial platform lanterns, $15.00 per 
doz.; No. 1 Climax platform — 
$6. 00 per doz. 


LAWN SPRINKLERS.—Recent lack 
of rain has bettered the demand. For- 
mer prices continue in effect. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Nelson line: Circle, weight per doz., 
12 lb., brass top with brass or cad- 
mium plated bottom, $6 per doz.; 
Crescent, weight per doz., 12 Ib., 
brass top with brass or cadmium 
plated bottom, $5.50 per doz.; Whir- 
ling Fairy, swivel brass hose con- 
nection, malleable base, 11 in. high, 
$14 per doz.; Can’t Beat ’Em sprink 
ler, diameter 3% in., height 1% in., 
weight per doz., 15 Ib., $3.05 per doz. 


MILD STEEL BARS.—Volume is mov- 
ing out satisfactorily. Somewhat more 
strength is shown in the price situa- 
tion. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 


and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 


inforcing bars, $3.40 per cwt.; cold 

rolled round shafting, $4.16 per cwt.; 

cold rolled square bars, $4.66 per cwt. 
MOPS.—Business is accelerating. Re- 
ductions announced several weeks ago 
remain in effect. 

JOBBERS’ QUOTATIONS TO R 
TAILERS, F.O.B. MISSOURI niWer 
CROSSINGS: 

Betty Bright  self-wring mop, 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.00 per doz. 

NAILS.—Business is better than the 
normal season would indicate. Prices 
are firmer. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 





CROSSINGS: 


Common wire nails, $3.35 per keg, 
base (see new extras). 


OIL.—Movement 
market is stronger. 
this week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in steel-drum lots, 
$1.07 per gal.; boiled linseed oil in 
steel-drum lots, $1.10 per gal. Tur- 
pentine, pure gum spirits, in steel- 
drum lots, 67c. per gal. 


POULTRY NETTING.—Prospects are 
Current trade 
shows the backward effect of the nor- 


bright for the future. 


mal summer season. Prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Poultry netting, galvanized before 
weaving, 50-10-5 off list; galvanized 
after weaving, 50-5 off list. 


ROPE.—Fair demand continues. 
price changes. 





is active and the 
No price changes 


No 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality manila rope, stand- 
ard brands, 24c. per lb., base; No. 2 
manila, standard brands, 22c. per lb. 
base; No. 1 sisal rope, highest qual- 


ity, standard brands, 1l7c. per Ib.; 
No. 2 sisal rope, standard brands, 
15%4c. to 17c. per I1b., base. 


SASH WEIGHTS.—Business is being 
booked at a normal rate. Prices show 
some steadiness. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


In one-ton lots or more, $1.80 per 
ewt.; less than ton lots, $1.70 per 
cwt. 


SCREWS.—Orders are flowing in with 
a fair degree of regularity, though 
volume is far from heavy. Prices un- 
exchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 


head brass screws, 3744-15 per cent 
off list; round head brass screws, 
321%4-15 per cent off list. 


SHEETS.—Wholesale and retail trade 
is good and mills are still operating at 


high capacity. The market is still a 
bit unsteady. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized sheets, 24 ga., per cwt., 
$5.00 base; one-pass, cold-rolled, 
ga., $4.30 per cwt.; blue annealed, 


27 


per 


cwt., $3.80. 
STORAGE BATTERIES.—Volume is 
light, in line with the season. Market 


rather weak. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Automobile, 6 volt, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $7.95. 


TIRES.—tTrade is brisk. The market 
continues weak, although there are 
signs of some improvement in this 
respect. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 34, oversize, 
heavy duty cord, s.s., cl., $6.50; 31 x 
4, $10.80; 32 x 4, $11.50; 33 x 4, $12.10; 
32 x 4%, $15.55; 33 x 414, $16. 20; 33 x 
5, $21.15. ee ag x 4.40, regular, 
$7.40; 30 x 4.50, $8. 30 x 5.25, $11.90, 
31 x 5.25, $12.90; rte *x 6.00, $17.10; 33 
x 6.00, $18. Trucks, 32 x 4%, ply, 
$20.55: 33 x 444, $21.30; 30 x 5, soe 


32 x 6, $32.40; 36 x 6, 10 ply, $46. 60: 
34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 


per cent trade discount.) 





TUBES.—Demand is on the increase. 
Prices are somewhat steadier, though 
not firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Mansfield, 30 x 3%, heavy duty, 
$15.60 per doz.; 31 x 4, tan, $11.40 
per half doz.; 33 x 4, tan, $12.30 per 
half doz.; 32 x 4%, tan, $14.10 per half 
doz. Balloon, 29 x 4.40, heavy duty, 
$18.00 per doz.; 30 x 5.25, $12.00 per 
half doz.; 31 x 6.00, $13.80 per half 


doz.; 33 x 6.00, $15.30 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vulcanized splice, full size valve, 67c. 
each; 29 x 4.40, 6c. each. 


WHITE LEAD.—Business is register- 
ing a fair volume. No change in the 
market. 

JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


White lead, 13%c. 
dredweight lots. 


WIRE CLOTH.—Considering the ad- 
vancement of the season, demand is 
heavy. Prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Black wire cloth, 12 mesh, $1.85 per 
100 sq. ft.; galvanized, 12 mesh, $2.10; 
14 mesh, $2. 55; 16 mesh, $2.85. Bronze 
14 mesh, $6.50; 16 mesh, $6.90. Cop- 
per, 14 mesh, $6.00; 16 mesh, $6.25. 


per lb. in hun- 





Activity in N. Y. Market Averages Fair— 
Summer Employment Has Been Good 


New YorK, Aug. 20.—Business is somewhat quieter in this territory. 
Though the traditional summer slump has not been evident during the past 
3ix or eight weeks, the past ten days has seen a very definite falling off 


of volume with most local wholesale distributors. 


At that current business 


may be considered as fair for this time of the year, with reports indicating 
that the present period compares favorably with the same time of last 


year. 


There are practically no price changes of any importance. 
There is practically no prediction of any 
Collections average somewhat slower. 


adjustments are being made. 
major price changes. 


A few minor 


Contrary to the usual seasonal movement, factory employment in New 


York State increased slightly in June. 


After seasonal adjustment, the 


Federal Reserve Bank’s index, which is based on the figures reported 


by the State Department of Labor, 
As compared with June, 1928, the number of workers 


spring of 1926. 


reached the highest level since the 


employed in the factories included in the reports increased nearly 30,000, 
which means that for all factories in the State there was probably an 
increase of 60,000 or more in the number employed. For the country as a 


whole, factory employment declined only slightly i in June, and our seasonally | 


adjusted index advanced to the highest level since the autumn of 1926. 

A further measure of improvement in employment conditions is found 
in the ratio between orders for workers and applications for employment 
at New York State Employment Bureaus, which after seasonal allowance 
reached in June the highest level since January, 1927. This means that, 
considering the season of the year, the applicant has a better chance of 
securing employment than at any time in the past two and a half years. 


ASH SIFTERS.—Fair amount of in- 
terest noted. Prices not likely to change 
during the season. Stocks are satisfac- 
tory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Rotary galvanized ash sifters, $24 


per dozen. 
BUTTS.—Steady prices and a fairly 
good sale reported. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 








| 
| 
| 
| 


Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4° by 4, 24% cents per pair in less 
than case lots, and 23 cents per pair 
in case lots. 


BOLTS AND NUTS.—Demand is mod- 


erate, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Carriage bolts and lag screws, %4 
x-6 and smaller, 60 per cent off list. 
Larger, 50 and 10 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % x 6 and smaller, 
60 off list; larger to 1 by 30, 50 and 10 
per cent off list; 14% to 1% in. diam- 
eter, 30 and f0 per cent ‘oft list. 
Stepbolts, 50 per cent off list. 


CLOCKS.—Alarm clocks continue very 
active as school opening approaches. 
Demand. generally is good, with prices 


firm and not likely to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks: America, $1.05; 
America luminous, $1.58; Sleep-Meter, 
$1.40; Sleep-Meter, luminous, 2.10; 
Ben Hur, $1.76; Ben Hur luminous, 
$2.46; Big Ben, $2.29; Big Ben, lumi- 
nous, $3.16; Big Ben De Luxe, $2.64; 
Big Ben De Luxe, luminous, $3.52; 
Baby Ben, $2.29; Baby Ben, luminous, 


$3.16; Baby Ben De Luxe (any finish), 
$2.64; Baby Ben, De Luxe, luminous, 
$3.52; Tiny Tim (any finish), $1.50. 
Prices are each and net. 

Auto clocks, plain dial, $1.50 each; 
luminous dial, $2.10 each. 

Watches, Pocket Ben, $1.05 each; 
luminous, $1.58 each. 

Extras, on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 


six dozen or more, 5 per cent. 














68 


HARDWARE AGE for AUGUST 22, 1929 





FIREPLACE FURNITURE.—Though 
business to date on this line is light, 
there is an increasing interest being 
shown by the trade in this territory. 
Jobbers expect a very active fall busi- 
ness. Prices are not likely to change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair. Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 


per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass_ balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set. 


Swedish, $7.75 per set. 
Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 
Spark guard, black finish, $4.15 


each. 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 

FRUIT PRESSES.—Demand is slight- 
ly better but should be heavier. Prices 


not likely to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Fruit crusher, galvanized steel hop- 
per, aluminum frame and_ with 
double roller, $10.00 each; same with 
fly wheel instead of crank, $11.25 
each. 

Fruit press, cast iron base and 
plunger, 3 qt. capacity, $3.60; 6 qt. 
capacity, $4.50 each. 

uit presses, hardwood frame, oak 
tubs, etc., No. 0, plain tub, $6.00 


each; with hinged tub, from $7.50 to 
$18, according to size. 


GARAGE SETS.— Demand continues 
fairly good, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 


JUVENILE VEHICLES. — Demand 
shows increase, with prices the same. 
Jobbers predict an active fall market 
on this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each in lots of 
12 or more, 75c. each. 

Bissell’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%c. each; Little Jewel, 8344c. each; 
and Bissel Junior, $1.334%4 each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9. 70 
each. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25, and No. 761, $3.25 each. 


LAMP CORD.—Sales in this line con- 
tinue good. Prices not expected ~to 
change. 


LINSEED OIL.—Prices are slightly 
lower this week but may rebound again, 
there often being fluctuations at this 
season. Demand is normal. Distribu- 


tors are quoting linseed oil in lots of 
less than 5 bbl. at 13.6c. per lb., and in 
lots of 5 bbl. or more, 13.2¢c. per Ib. 
Caleutta iinseed oil in barrels is 20.3c. 
per lb. 


Boiled oil is 4/10c. extra per Ib., 





double boiled oil is 5/10c. extra per Ib., 


and oil in half-barrel lots is 7/10c. per 
lb. additional. 


NAILS.—Demand is moderately good, 
with prices fairly firm throughout this 
market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

All prices on nails given here are 
net per keg, based on base of $3. 45. 

Common wire nails, 
$4.35; 6d, ‘ 
12d, $3.85; 
$3.70; 40d, $3. 70; 50d, $3.70; 60d, 

Galvanized common wire nails, ‘4d, 
$6.85; 6d, $6.60; 8d, $6.45; 10d, $6.35; 
20d, $6.20. 

Smooth wire box nails, 4d, $4.55; 
5d, $4.55; 6d, $4.20; 8d, $4.05. Wire 
lath nails, bright, 3d, $5.30; same 
galv., $7.80; same blued, 3d, $5.50; 
extra fine, $6.00. 

i 346d, 


shingle 

Par eng nails, bright, 3d, 
d, $5.05; 6d, $4.45; 8d, $4.20; 
lod. "54. C: 20d, $4. 10. Same galv., 4d, 
$7.55; 6d, $6.95; 8d, $6.70; 10d, $6.60. 


vo 


nails, galv., 


PICKS, MATTOCKS, ETC.— Normal 
sale reported, with likely more interest 
early next month. Prices are as shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Railroad picks, 5 to 6 lbs., 64 cents; 
6 to 7 lbs., 661% cents; 7 to 8 Ibs., 
73c., and 9 Ibs., 87%4c. Prices are 


net and each. 

Pick mattocks, 8 cents’ each; 
short cutter mattocks, 73 cents each; 
long cutter mattocks, 76 cents each; 
grub hoes, 73 cents each. 

The above items in case lots will 
take a discount of 5 per cent. 

Woodwedges, 4 Ibs., 32 cents; 5 
Ibs., 39 cents; 6 Ibs., 45 cents, and 
7 Ibs., 53 cents. Prices are each and 
net. 

Crowbars, 4 ft., 90 cents; 4% ft., 
$1.14: 6& ft., $1.52; 5% ft., $1.86. 
Prices are each and net. 

Pinchbars, 2 ft., 44 cents; 2% ft., 
50 cents; 3 ft., 65 cents. Prices are 
each and net. 


PRESERVING EQUIPMENT.—Fairly 
active, but should show greater activ- 
ity very soon. Prices are representa- 
tive of current offerings in this section. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Mason jar caps, $3.00 per gross. 
Mason jar rubbers, 75 cents per 
gross, and in full case lots of 12 
gross, $8.40 per case. 

Crown bottle caps, in one gross 
packages, 16% cents per’ gross, and 
in bulk lots of 50 gross, 15% cents 


per gross. 
Everedy bottle capper, 70 cents 
each. 
Everedy jelly bag and stand, 50 


cents each. 
Universal Aladdin preserving sea- 
son set, $1.95 per set. 


ROLLER SKATES.—Fair demand con- 
tinues, with prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair: same with toe 
clamps and web heel, 78c. per pair; 
same for boys with _ self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 


Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 


ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 
Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 
Chicago line, No. 181, $2.65; No. 183, 
$2.75; No. 185, $2.75; No. 101, $1.33; 
and Nos. 103 and 105, $1.38 per pair. 





ROOFING.—Greater activity is pre- 
dicted at an early date. Current busi- 
ness is fairly good. Prices not expected 
to change. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK 

Roofing, Certain-Teed, 1 ply, $1.21; 
2 ply, $1.57, and 3 ply. $1.84 per roll. 

Major Slate Surfaced Roofing, Red, 
$1.93; Blue-black, $1.98, and Green, 
$1.93 per roll. 

Corporal Tale Surfaced Roofing, 
, 94 cents; 2 ply, $1.17, and 3 ply, 
$1. 39" per roll. 

Guard Roofing, 1 ply, $1.03; 2 ply, 
$1.35, and 3 ply, $1.66 per roll. 

Certain-Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 

Slater’s felt, 87 cents per roll. 


SASH CORD.—Fair demand, with 
prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Sash cord, Samson Spot, No. 7, 66c.; 
No. 8, 65¢. ; Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per Ib. Phoenix, 
No. 7, 43c. per lb.; No. 8, 42c. per Ib. 


SHOT.—Sale is not heavy but is fairly 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

BB shot in case lots, $4.35 per 100 
tubes; in less than case lots, $5.00 per 
100 tubes; in 25-lb. bags, $3.90 per 
bag, and in 5-lb. bags, 90c. per bag. 


SCREWS.— Moderate demand, with 
prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
41-10-10; round head, blue, 40-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 32%-10-10; round 
head, brass, 271%4-10-10. These dis- 
— apply to new standard screw 
ists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-7% per cent discount. 


TIRES AND TUBES.—Fair demand, 
with prices as shown. 


JOBBERS’ QUOTATIONS 2. RE.- 
TAILERS, F.O.B. NEW YOR 
Mansfield tires, 4 ply, Datigan, type, 


29 x 4.40, $7.40; tubes, $1.50; f 
$8.25; tubes, $1.60; 29 x 4.75, $9.55: 
tubes, $1.70: 29 x 5.00, $9.90; tubes, 


$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.35; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

Prices in all instances are each, 


TRAPS, GAME.—Futures continue 
fairly good, with prices not expected to 
change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and No. 2, 
$3.70. Prices are NET PER DOZEN. 

Victor jump traps, No. 0, $1.75; No. 
1, $2.00; No. 1%, $3.05, and No. 2, 
$4.80. Prices are NET PER DOZEN. 


WEATHERSTRIP.—Futures are fair- 
ly good. Prices are not expected to 
change during the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Weather-strip Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weather-strip, 60 cents per 
carton. Wool weather-strip, No. 25, 
80 cents per carton, and No. 75, $2.00 
per carton. 
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(Cleveland office of HARDWARE AGE) 

CLEVELAND, Aug. 20.—The usual midsummer lull is in evidence 
and business this month is not keeping up to the July volume. How- 
ever, it is fair for this time of the year and probably equal to any 
previous August. Staple merchandise is in steady demand and 
there is a moderate amount of activity in seasonal fall lines. Golf 
goods continue to move well, but the demand for fishing tackle is 
about over. While there are few price changes keen competition is 
resulting in considerable price irregularity. This is particularly true 
of guns and ammunition. Prices are out on garden hose for next 
year and these are practically the same as during the present year. 
Prices on mixed paints have been advanced about 30c. a gallon, this 
being due to the higher price of linseed oil, which has further ad- 
vanced. Prices for next year have also come out on paint and var- 
nish brushes. These are advanced from 5 to 10 per cent on some 
of the long bristle brushes, mostly in the higher grades. On other 
brushes there is little change. 

The summer lull has developed in the automotive industry and 
there has been considerable curtailment in production by about all 
the motor car builders except the Ford Motor Co. which is keeping 
up its peak production. Several of the automobile manufacturers 
are now bringing out new models and increased operations in this 
field are expected shortly. 


¢ 
AUTOMOBILE TIRES AND ACCES- a ss see eeeeeeeeese = 
SORIES.—A price reduction of about La... a8 3.20 
2% per cent has been made on Liberty M4 Cell a batte ries, Lag 
‘ . %c. in standard packages, c. in 
balloon casings. . Other prices are un- broken lots; Columbia igniter dry 
changed. The tire business is holding cell batteries, 32%c. In standard 
up in good volume. packages, 36c. in broken lots. 
JOBBERS’ QUOTATIONS TO RE- ; ; 
TAILERS, F.0.B. CLEVELAND: BINDER TWINE.—This is slow at 
Tires and Tubes.—Mansfield tires, present but is expected to become more 
Hf — és, Belin -40, jad tubes: active when demand develops for twine 
5 x ubes, . ’ H 
29x 5.00, $9.90, tubes, $1.75; 30 x 5.00, for tying corn. 
$10.20, tubes, $1.80; 30 x 5.25, $11.90, JOBBERS’ QUOTATIONS TO RE- 
tubes, $2.00; 31 x 5.25, $12.25, tubes, TAILERS, F.O.B. CLEVELAND 
eed gee eth A bg “S ‘e Standard binder twine, $5 13% per 
$14.30; 31 x 5.28, $14 70: 33 ~ 6.00" 50 Ib. bale; white sisal, $5.73% per 
317.55: ee ms tina, Gintes 80 bale; second quality standard, $5.36%4 
-00; S. Service, SPs = per bale; fine, 600 ft. lengths, $6.73% 


em re: = a ret +4 a per bale; extra fine, 650 ft. lengths, 


/ For’ . 7.30 per bale. No difference in price 
5.00, $17.30: 30 x 5.25, $19.70: 31 x $7.30 

5.25, $20.35; Liberty 4-ply; 29 x 4.40, a =~ a = 
$5.65; 30 x ‘4.50, $6.30; 29 x 5.00, $7.95; . : . factory, Chicago and Au- 


burn, N. Y., 11%c. per bale less 
30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x ’ ae ta 
6.00, $11.85; high pressure cords; 30 than above prices. 
x 3, $4.40; 30 x 3%, $4.75; 31 x 4, 
$8.45; 32 x 4, $9.05. BOLTS AND NUTS.—The demand 


continues very satisfactory. No price 
shading is reported. 
JOBBERS’ QUOTATIONS TO RE- 


er 


AXES.—There is a limited amount o 
buying for early fall shipment. 


JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. CLEVELAND 
TAILERS F.O.B. CLEVELAND: Machine and carriage bolts, cut 
First grade single bitted, rustless, thread, hot pressed and cold punched 
black finished handled axes, $19.50, nuts and lag screws, less than case 
base, per doz.; unhandled, $15.50 per lots, 60 per cent off list; bolts with 
doz.; double bitted, handled, $24.50 rolled thread, % in. x 6 in. and 
per doz.; double bitted, unhandled, smaller, 60 and 10 per cent off list; 
$20 per doz.; 60c. increase for dozen additional discount of 10 per cent is 
lots ‘weighing 42 to 48 lb. and smaller allowed for full case lots of one size. 
advance for each 6 Ib. additional Stove bolts, 75 and 10 per cent off 
weight increase. list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 


BATTERIES.—The demand for bat- packages. 


teries continues very good for this BUILDERS’ HARDWARE.—Jobbers 


ee t a fair volume of business 
JOBBERS’ QUOTATIONS TO RE- ae oa eee , 
TAILERS, F.0.B. CLEVELAND: JOBBERS’ QUOTATIONS TO RE- 

B a. cS Radio Batteries TAILERS, F.O.B. CLEVELAND: 





No . seer $1.14 $1.22 In ease lots, lock sets, $5 per doz.; 
Det whe did data ath sd 40 heavy strap hinges, 6 in., $1.55 per 
Ode Ccnases wes .06 doz.; 8 in., $2.40 per doz.; extra heavy 











T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.10 per doz.; 10 in., $4.25 per doz. 

Butts, case lots, 3 in., and 3% in., 
16c. per pair; 4 in., 2lce., per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 

Ornamental hinges, standard finish, 


$1 per doz.; nickel finish, $1.20 per 


doz.; sand blast finish, $1.15 per doz. 
CELL-O-GLASS.—This is quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Cell-O-Glass in 100 ft. rolls, 12c. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 


Cleveland’s Summer Trade Slows Up— 
Staples in Steady Demand 


CHAINS.—The demand is holding up 


fairly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Coil chain, 3-16 in., $11.85 per 100 
Ib., % in., $10.75 per 100 lb.; 5-16 in., 
$9.25 per 100 lb.; % in., $7.85 per 100 
Ib. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


CORRUGATED ROOFING.—This 
moving in moderate volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
28 gage corrugated roofing, 26 in. 
wide, $3.97 for 1% in., and $3.92 for 
2% in., for 10 squares or more. 


me 


s 


GLASS BAKING WARE.—Dealers 
are placing orders for rounding out 
their stocks resulting in a _ better 
volume of business than earlier in the 


summer. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. CLEVELAND: 

Casseroles.—Rouna or oval, 1 qt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square 
$1.17; casseroles with fancy covers, 
35e. hammer. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67e. 

Bread Pans.—No. 212, 60c.; No. 214, 


$1. 
iene 2 Dishes.—No. 231, 67c.; No. 


232, $1.17. 
Teapots.— 2 cups, $1.67; 4 cups, $2; 
@& cups, $2.33. 


ICE SKATES.—Not many have been 


sold yet for next season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Union Hardware Co., No. 1624 
men’s screw *clamp skates, polished, 
84c. per pair; No. 1624%%, same nickel 
plated, $1.19 per pair; No. 524%, 
screw clamp hockey, $1.27 per pair; 
No. 424%, same nickel plated, $1.60 
per pair; women’s skates, No. 5624, 
$1.12 per pair; No. 5624% same nickel 
plated, $1.44 per pair. Shoe skates, 
$5.25 per pair. 


LAWN GOODS.—Sprinklers, hose 
couplings and nozzles continue to move 
well, dry weather having helped sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Perfect clinching hose couplings, 


$1.90 to $1.95 per doz.; female ends, 
$1.30 to $1.35 per doz.; hose menders, 
80c. per doz.; Ré 1inbow nozzles, $3.80 
to $3. 85 per doz.; Crown lawn sprin- 
klers, $5.75 to $6 per doz.; Creseent 


sprinklers, $5.65 to $5.90 per doz. 


LAWN HOSE.—Prices are out for 
next season. These show a slight ad- 
vance for %-in. hose and a slight re- 
duction for % and % in. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

2-braid molded uncoupled _ hose, 
%-in., 6%c. per ft.; %-in., 7c. per 
ft.; %-in., 8c. per ft, Coupled hose is 
%c. per ft. higher. 


LAWN MOWERS.—Quite a little busi- 


ness for next spring shipment has | 


been taken since recent naming of 
prices for that delivery. 


NAILS AND WIRE.—Mill prices on 
nails continue irregular and a reduc- 
tion of 10c. per 100 lb. has been made 
in the mill price on wire. However, 
jobbers have made no change since 
the reduction announced two weeks 
ago. Business is rather light. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Nails.—Factory shipment, car lots, 
$2.75 per keg; less than car lots for 
fcatory and stock shipment, $2.90 per 
keg; other products for stock ship- 

No. 9 galvanized wire, $3.35 

No. 9 annealed wire, 

$2.90 per 100 I1b.; polished fence 

staples, $3.35 per 100 lb.; galvanized 

fence staples, $3.60 per 100 lb.; coated 
nails, $2.90 per keg. 

Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.13 per 80-rod spood; hog 
wire, $3.40 per 80-rod spool. 

PAINTERS’ SUPPLIES. — Mixed 
paints have been advanced 30c. per 
gal. because of the increased cost of 
linseed oil. Oil prices have further 
advanced. Business is good for this 
season of the year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 





Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine, in barrels, 68%c. per 
gal.; less than bbl., 83%4c. per gal. 

Linseed oil, in bbls., $1.08% per 
gal.; less than bbl., $1.233, per gal. 

White lead in 100 lb. kegs, 13%4c. 
per lb.; in 50 and 25 lb. kegs, 13%c. 
per lb.; in 12% lb. kegs, 14%c. per 
Ib. Quantity discount, 500 lb. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY NETTING AND WIRE 
CLOTH.—The demand is only fair. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 and 
10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh, 
black, $1.95; 14-mesh, galvanized, 
$2.60; 14-mesh, bronze, $6.10; 16-mesh 
bronze, $6.50. 


PREPARED ROOFING.—This has 
been very quiet for some time but is 
now moving somewhat better. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Popular grades, light, 83c. per roll; 
medium, $1.02 per roll; heavy, $1.19 
per roll; slate surface roofing, $1.99 
per roll, 


RADIO EQUIPMENT.—Sales have 
not been as good this month as in 
July when orders were stimulated by 
the bringing out of new models. Tubes 
are active. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. 380, 
$3.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 
ROPE.—The demand is fair and prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Best grade manila rope at 22%c. 
per lb. for factory shipment and 23c. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SASH WEIGHTS.—tThese are dull. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Sash weights, $36 per ton, for mill 
shipment, $34 per ton. 


STOVE PIPE AND ELBOWS.—A 
moderate amount of business is being 
placed for fall shipment. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment; 

6 in., corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


SHEETS.—Galvanized sheets are in 


fair demand and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

24-gage galvanized sheets, $4.60 per 
100 Ib. 





Pittsburgh Hardware Trade Improved— 
Fall Lines Begin to Move 


PITTSBURGH, Aug. 20.—Occasional reports of slight improvement 
in business have been heard during the last week, but this market 
is still experiencing the usual dullness which occurs in July and 
Some lines are starting to show signs of the beginning of 
fall demand, but in no case has business developed to large propor- 
Spring and summer products, such as paints, wire screens 
and farm tools are no longer at all active, but occasional fill-in or- 
ders are still being received by local jobbers. Automobile tires and 
tubes, which moved fairly well during July, have again become 


August. 


tions. 


sluggish. 


Among the lines which ordinarily feel the greatest demand in the 
fall and which are now beginning to show life are coal chutes, garage 
heaters, lanterns, rope, stove pipe, ventilators and arms and ammu- 
On the latter prices have been soft during the summer, but 
are showing a strengthening tendency as demand improves. Prices 
on wire products, notably barbed wire and nails, are also weak, but 
nails have now been fairly well pegged at $2.90 per keg. Sheet 
steel prices are also soft, reflecting a similar condition in mill quo- 
Collections in the district are fairly good, due to the pros- 
perity of the iron and steel industry, but in the territory to the 
south of Pittsburgh, the demoralized condition of the coal industry 


nition. 


tations. 


has affected collections adversely. 


Steel production continues to taper 
off gradually, although mill backlogs 
on some products are large enough to 
insure a capacity rate of operation for 
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several weeks. Mill shipping orders 
on bars and shapes, wire products, hot- 
rolled strip, cold finished and alloy 
steel bars and tin plates are not suffi- 





cient to justify the present high out- 
put much longer, although on plates, 
sheets and pipe recent strong demand 
continues. In fact the pipe business 
is showing considerable improvement 
and mills are much better engaged 
than they were earlier in the summer. 
The price structure is fairly satisfac- 
tory, considering the declining activity 
of the industry, and weakness is con- 
fined largely to sheets and wire prod- 
ucts. Concessions from the quoted 
schedules on cold-rolled strip which 
were quite common a few weeks ago 
have now practically disappeared, fol- 
lowing improved demand, and mills are 
now quoting the usual $2 premium on 
small lots. 


ARMS AND AMMUNITION. — The 
price situation on these products has 
improved somewhat in the last month 
or two. Demand is beginning to come 
out, and with added business an even 
better price structure is anticipated. 
AUTOMOBILE TIRES AND TUBES. 
—Business this month is tapering off 
considerably from July totals, which 
were generally satisfactory. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
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XESSSTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 


KLEANBORE 
Leads the field— 


7 we summarized the last indoor 

rifle-shooting season and found that 
Remington Kleanbore Cartridges had won 
nearly everything, we predicted a repeti- 
tion of this in the summer’s outdoor 


events. 


The important rifle matches held at Sea 
Girt, N. J., recently bear out this predic- 
tion. A majority of both the individual 
and the team matches were won with Rem- 
ington ammunition. There were 53 per- 
fect scores, or “possibles,”” made at 100 
yards, and 33 of these were made with 


the other 23 
being divided up among other brands. 


Remington ammunition, 


The situation that exists today is a peculiar 
one. It has come to a point where the 
dealer who sells metal- 
lic ammunition, both 
rim fire and center 


fire, must sell Klean- 





bore or lose business. 
Kleanbore Cartridges 





A New Kleanbore Record 


Made at the Annual Matches at 
Sea Girt, N. J 


Mr. George B. Sheldon of the Poughkeep- 
sie Rifle Club, competing in the 2-man 
team match with his side-kick, A. G. Vail 
of the same Club, recorded 2 “‘possibles”’ 
at 100 yards, the one shown above being 
a “perfect possible” of 10V’s—conclusive 
evidence of the extreme accuracy of Rem- 
ington Kleanbore Cartridges. 


have so clearly demonstrated their superior 
accuracy that every shooter who knows 
anything about what’s going on in the 
shooting world demands Kleanbore, and if 
he can’t get it in One place, he gets it in 


another. 


Remington has the “know-how” for mak- 
ing ammunition that prevents rust, corro- 
sion, pitting, or leading inside the barrel. 
It’s the “know-how” that puts Kleanbore 
so far in the lead. Your jobber can supply 
Don’t submit to substitutions. 


you. 


President. 


REMINGTON ARMS COMPANY, Ine. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 
Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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$8.25; tubes, $1.60; 29 x 4.75, $9.55; JOBBERS’ QUOTATIONS TO RE- No. 2, $4 per 100 84. ft.; No. 3, $4.30; 
tubes, Be 70; J x 5.00, $9.90, tubes, TAILERS, F.O.B. PITTSBURGH: No, 4, $4. 65; Ho. 6 » i Ho. 5, 95.50. 
$1.75; 30 x 5. 1 tubes, $1.80; Hoes.—Manur oultry Netting.—Galvani 
31 x 5.00, $10. 65; tubes, $1.85; 32 x tote tic ne ee reg a weaving, 50 and 10 per cent off list. 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 41, $15.24; spading forks, No. 84, SHEET METAL.—Demand is rather 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; $10.80 per doz.; No. 72, $14.28; garden isoie tet é t ch large pro- 
tubes, $2.00; 31 x 5.25, $12.25; tubes, rakes, No. 014, $5.64 per doz.; No. 512, s eady u oes no reac ge p 
ge gS aera: anne = $8.64; No. 514, $9; lawn rakes, No. portions. Sheet copper is unchanged 
se ) « 0.20, 405 eS, 2 5.5 i » e * 
$2.05; 30 x 50, $16.05; tubes, $2.35; a er oe ae eee wee ee eee at 27%c. per lb., and sheet zinc is 
30 x 6.00, $16.15; tubes, $2.25; 31 x H iers.—Nos. 5 and 20, $7 4 
6.00, $16.65; tubes, $2.30; 32 x 6.00, a le ae n $ quoted at 1l%c 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; Hay Pulleys.—No. 111, $5.20 per SHEET STEEL.—There is _ fairly 
tubes, $2.55. doz.; No. 112, $5.20 per doz.; No. heavy movement of roofing materials 


Tire display racks, $10.00 each. 
Prices in all instances are each. 


BATTERIES.—Radio and flashlight 
batteries are moving steadily, but de- 
mand is ordinarily quiet at this time 
of the year, and the present month is 
no exception. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Broken Unit 
Packages Packages 

a, re eee Tye 22 $2.06 
ree .20 2.97 
US GEE so vscssesohanes 2.06 1.92 
No iwheseebantanee 2.00 2.80 
No 1.32 1.14 
Pk See oss neo eeesevebs -42 39 
i | eee ee eee 1.05 .97 
ee ee er 1.40 1,30 
> Le, SS ee ee 1.40 1.30 
PO OEE. eisoesecds saan 2.06 1.92 
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No. 6 dry cells, ignition type, unit 
packages, 36c. each. 


Flashlights.—No. 935, 6%c. each; 
No, 950, 64%c.; No. 790, 13c.; a 705, 
1914c.; No. 750, 13%c.: No. 791, 13c. 


s2'37 Shot. —No. 1461, $1. 67; No. 1661, 
BOLTS, NUTS AND RIVETS.—Sales 
have been tapering off gradually for 
some time, but the aggregate volume 
is still considered satisfactory for this 
time of the year. The price structure 
is very well established, and this line 
is now considered a good one by nearly 
all the jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All 
list. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Demand 
is still below expectations, but there is 
still a chance that improved building 
operations may result in heavier sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in.. $2.30 per doz.: 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.—Hinges 
single dozen lots, 3 in., 
4 in., 79c.; 6 in., $1.05; 
97c. per doz.; 4% in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 

in., $3 per set. 

Lock Sets.—Heavy 
inside, $17 per doz.; 
per set; steel inside, 
front door, $1.65 


COAL CHUTES.—Sheet steel coal 
chutes are beginning to show activity 
and jobbers’ prices have been an- 
nounced as follows: 8 ft., $6 each; 10 
ft., $7.20 each; 12 ft., $8.40 each. 
FARM TOOLS.—Hay forks are still 
very active, and some of the other 
tools listed under this classification are 
moving well. 


styles, 50 per cent off 


without = screws, 
65c. per doz.; 
safety, 3 in., 
$1.14; 6 in., 


beveled, brass 
front door, $2.50 
$5.25 per doz.; 


Reading matter continued on page 74 











114, $5.20 per doz.; No. 118, $5.50 per 
doz.; No. 115, $4.60 per doz.; No. 116, 
$6 per doz.; No. 212, $4.80 per doz. 
Scythe Snaths.—No. 50, $13.50 per 
doz.; No. 105, $15 per doz.; No. R-4, 
$12 per doz.; No. S-3, $12 per doz. 
Scythes.—Briar Edge, $12 per doz.; 
Golden Clipper, $16 per doz.; Lindsay 
Special Clipper, $18 per doz.; Lindsay 
Special Dutchman, $18 per doz.; 
Waldron, $25 per doz.; Beetle No. 
7473, $16 per doz.; Swan No. 46, $20 
per doz.; German No. 6473, $14 per 
doz.; Grain, $20 per doz.; Weed, $15 
per doz.; Bush, $13.50 per doz. 
Corn Knives.—No. 3 Atkins, $3.50 
per doz.; No. 1 Atkins, $3 per doz.; 
No. 3 Clipper, $6 per doz.; No. 1 Clip- 
per, $2 per doz. 
Kraut Cutters.—No. 672, $1.15 each; 
No. 673, $1.35 each; No. 645, $2.75 
each. 


GARAGE HEATERS.—New prices 
have been announced on the leading 
brands of garage heaters, representing 
slight adjustments in some cases. Fall 
demand is beginning. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Superior, $27.50 each; Cozy, $23 
—- Junior, $15 each; Wizard, $5 
each. 


LANTERNS.—Gasoline and kerosene 
lanterns are meeting light demand, and 
improvement is taking place gradually. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.30 each; No. 327, 
$4.70 each. 

Kerosene Lanterns.—-M onarch 
Clear, $8 per doz.; Monarch Ruby, $10 
per doz.; Junior Tin, $8.50 per doz.; 
Junior Brass, $15.75 per doz.; Little 


Wizard, $8.50 per doz.; D-Lite, $13 
per doz.; Junior Wagon, $17.25 per 
doz. 

PAINTING SUPPLIES. — Occasional 


orders for fill-in supplies on standard 
lines are being received by local sellers, 
but the year’s business in “paints has 
been largely concluded. Prices this 
week are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less on-.lots of a ton or more; 
turpentine, 64c. per gal., in barrel 
lots, raw linseed oil, 14c. per Ib. in 
barrel lots. 


SASH WEIGHTS.—This line is quiet, 
and prices are unchanged at $42 a ton 
f.o.b. Pittsburgh. 

SCREEN WIRE.—Screen doors and 
windows are being bought occasionally, 
but large orders are a thing of the 
past, and activity for this year is just 
about past. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Screen Wire Cloth.—Black, No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 


Soreen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. 241, $18 per doz.; No. 288, $24; 
No. 457-G12, $22: No. 315- B14, $42. 

Screen Windows.— Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10. 

Hardware Cloth.—24 in. x 48 in., 





at this time, but general demand for 
skeet steel is rather quiet. Jobbers’ 
quotations are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, Ang PITTSBURGH: 

Black sheets, No. 24 gage, in lots of 
1 to 9 bundles, 4.15c. per Ib. 

Galvanized sheets, No. 24 gage, in 
lots of 1 to 9 bundles, 4.80c. per Ib. 

Light Plates, blue annealed, No. 10 
gage, in lots of 1 to 9 bundles, 3.45c. 
per Ib. 

Blue annealed sheets, No. 13 gage, 
in lots of 1 to 9 bundles, 3.60c. per 
lb. 

Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.48 per square. 


VENTILATORS.—This line is mod- 
erately active, and prices are un- 
changed following recent reductions in 


leading brands. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Continental Ime: De-Flekt-Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.75 per doz. net. Continental 


wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45: No. 
V-15 549, $5. 00 per doz. NET. Conti- 
nental metal frame cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. 845, 


$3.75; No. 1137, $3.45; No. 1145, $4.40: 
No. 1437, $5,00, and No. 1445, $5.60 
per doz. NE 
Ww hear Wotan Ventilators, No. 2, $1.75; 
No. 3, $2.00; No. 4, .50; No. 5A, 
$3:00; No. 6A, $4.00; No, 6B, $4.50: 
and 6C, $5. 00. These are LIST 
EACH prices and subject to a deal- 
er’s discount of 33% per cent. 
WIRE PRODUCTS.—Fencing and 
barbed wire are quiet, and the move- 
ment of nails is very disappointing. 
Prices are rather soft, although shad- 
ing from the recent $2.90 per keg, 
quotation on nails is not frequent in 


this district. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Fence Wire 





per 100 Ib. Annealed Galvanized 
No 4 _ 9 BOBO. .cccz $2.9 $3.35 
No. see ab eee sheen 2.95 3.40 
No. tt (Ges ktnoeaiaee 3.00 3.45 
PD CES Wat eweeadeaesss 3.05 3.55 
a... ae akhvacsetcavere 3.15 3.70 
| eres 3.25 3.90 
MO. Ae Sebuuwevcesins 3.45 4.20 
ee ae 3.65 4.40 
Barbed wire (per 80-rod spool): 
Pe ORTUS: asec cc ccssiovase cae $2.89 
PepOit WS ones cs ccecscscesccess 3.09 
4-point hog 3.34 
4-point CAtte  ssssns's o> 3.09 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods): 
pt Re rea eee epee oe ee $39.80 
NOET 3D | ob Foes me kes ba veh ees Ves 55.80 
i | naa ar en ie a 27.70 
ee re re See 37.00 
ee ey eee 35.80 
ES eae roe 9.20 
Poultry and rabbit (No. 14% cage): 
Beer es 36.5 
eh, SE spitvetvs vas ced vbsn0 hoe 11:00 
oS cena in awe askeae ees 49.50 
Smaller mesh 
a, er reer $37.00 
a. SR eee eee oe 44.50 
Pn Siincacesssieecobsens ss 52.00 
A ee nee 60.00 
Steel Fence Posts: 
Galvanized Painted 


Tubular Angle Steel 
50c. each 
.55¢e. each 38c. each 
'65c. each 40c. each 
pe hadiitinn ahha tai 45c. each 
base, per keg, $2.00. 





/ ae 
Bright nails, 
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THIS QUESTION OF PRICE 
as it applies to doorways 


AYBE you have wondered why price 


























appears to be a secondary consideration 
with R-W engineers. 
The simple obvious answer is that Richards- 
Wilcox prefers not to compete for your favor on 
the price basis, but on service and responsibility. | 


‘Nothing is more deceptive than a low first cost . 
. » » it’s the final cost and performance that . 
determine price and should govern the selection 
of doorway equipment. 


The building itself is stationary, but its doors 
must always be readily, easily movable. Their 
efficient operation depends on both the doors 
‘and the proper hardware. When final cost and 
_ correct equipment are the chief considerations, 
R-W doors and hardware invariably win. 
: This has been proved throughout twen ty-five il 
years of making the right kind of equipment 
for every type and’ size of doorway. eg 





7 


Consult an R-W engineer and a 
discover what we mean by ‘“‘R-W 
Service and Responsibility.”’ 

7 




















‘AHanever forany Door that Slides i 
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The A. J. Harwi Hardware Co., Purchases 
Simmons’ Wichita, Kan., Equipment 


HE A. ‘J. HARWI HARD- 

WARE CO., Atchison, Kan., 

wholesaler of hardware  pur- 
chased on July 27, 1929, the buildings 
and real estate of the Simmons Hard- 
ware Co., Wichita, Kan. The officers 
of purchasing firm are F. E. Harwi, 
president; C. T. Raterman, treasurer, 
and W. O. Judd, secretary. 

In connection with the announce- 
ment of the above news Arthur M. 
Dodd, general sales manager, Horton 
Mfg. Co., Fort Wayne, Ind., has writ- 
ten an inspiring resume of the growth 
of The A. J. Hawri Hardware Co. He 
entitles the story “A Prophecy Ful- 
filled,” which we are pleased to pub- 
lish in part as follows: 

“Fifty-nine years ago a 
pioneer qualified as a real 
when he said: 

““The West will be a great part 


sturdy 
prophet 


of the United States and will 
eventually hold the balance of power 
both politically and __ financially. 


Years of toil and struggle untold 
must be endured before that object 
is attained. This generation is 
working and saving and the next 
will enjoy and reap.’ 

“True to his belief he established 
his business in that part of the coun- 
try whose future he so accurately 
visioned and today the A. J. Harwi 
Hardware Company of Atchison, Kan., 
stands as a living memorial to its great 
founder. 

“The romance of his life in all its 
manifold activities would fill a book 
and it should be written to perpetuate, 
if necessary, the: life and memory of 
this man who helped to make hardware 
business, political and economic his- 
tory. 

“The archives of his business con- 
tain records which portray Mr. A. as 
Harwi in all his greatness of mind and 
soul and his scrupulous exactitude in 
all details establishes an example which 
might well be emulated by business men 
of today and should prove an accurate 
barometer for the coming generation. 

“A business institution has a soul 
and Alfred J. Harwi was the soul of 
his business. So big, so great, fair 





and far-sighted of so indelible a qual- 
ity it entered into the very fibre of the 
institution and became so thoroughly 
engrained that he lives today in his 
splendid son, Frank E. Harwi and the 
veriest activity of the A. J. Harwi 
Hardware Company. 

“Truly, ‘his soul goes marching on.’ 

“And now fifty-nine years after that 
wonderful prophecy uttered by the 
father, the son, Frank E. Harwi, Presi- 
dent of the Company founded by his 
father, again writes hardware history 
by announcing the purchase of the 
wholesale hardware house at Wichita, 


_Kan., of the Simmons Hardware Com- 


pany. 

“And that is significant because it 
plainly shows the calibre of the present 
head of the house of Harwi. Frank 
Harwi is truly the son of his father. 
In him are embodied those splendid 
sterling qualities which made the elder 
Harwi an outstanding figure in At- 
chison and his State. 

“In the purchase of the Simmons 
Hardware Company at Wichita, a deal 
involving a round half million dollars 


Frank Harwi has been true to the 


| memory of his father and his ideals 


and vision and has thus tangibly ex- 
pressed in no uncertain terms his be- 
lief in the future of the hardware busi- 
ness. 

“In this day and age when there is 
a conflict of superficial opinion as to 
the ultimate methods of distribution, 
it is refreshing to know a man who 
thinks clearly, visions accurately and 
charts his course and that of his com- 
pany through known, safe and already 
traveled channels, avoiding the tempest, 
whirlpools and rocks of experiment 
and theory. FACTS—Frank Harwi 
lives on them, insists on them and dem- 
onstrates them. 

“There is no guess work about this 
tremendous expansion of his Company. 
The acquisition of the Simmons 
branch at Wichita more than doubles 
the capacity service and investment of 
The Harwi Company. That means 
that Frank Harwi is doubly sure of 
the fact that there is a great future 
in the hardware business. 





“It was wonderful to see his eyes 
light up with enthusiasm and irre- 
pressible energy when he talked of the 
wonderful opportunity for additional 
service and expanded merchandising 
assistance to Harwi Dealers this new 
plant presented and made possible. 

“Tt means harder work, longer hours, 
bigger responsibility for Mr. Harwi 
and his able staff of executives, Rater- 
man, Judd, Langan, Poehler and 
Easterday, but to witness the eager- 
ness, enthusiasm and sense of responsi- 
bility reflected by each of them, is to 
realize that no cross currents can dis- 
turb them in their calm deliberate 
march of progress based on an eternal 
law of averages and a super service 
to those whom they serve. 

“The greatness of Harwi has only 
begun and I freely predict that this 
courageous move by Harwi is one of 
the most significant things which has 
occurred in hardware circles in years. 

“The Atchison property is 75 ft. x 
140 ft., four stories high. 

“The Wichita plant is 150 ft x 140 
ft., also four stories. 

“Both buildings are up to the min- 
ute in design, construction and appoint- 
ments, geared to give the utmost in 
service. 

“Mr. Harwi will divide his time be- 
tween the two institutions, continuing 
to give as in the past his personal su- 
pervision of all activities. 

“Frank Harwi’s friends, and they 
are legion, know him as a kindly, lova- 
ble man and in business his quick and 
accurate judgment and his terseness 
have made him a conspicuous figure. 
His short, terse comment at the time 
of the acquisition of the Simmons 
property is characteristic. 

“We believe that the wholesale 

hardware business has a promising 

future despite all predictions to the 
contrary.’ 

“How like the man and how like the 
father. 

“A prophecy has been fulfilled and 
the A. J. Harwi Hardware Company 
of Atchison and Wichita, expanding, 
growing, giving renewed and broader 
service is a living monument tg faith 
—ideals—honesty and service.” 
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Quick Turnover and Profit for the 


Dealer who Handles <ai> 
Grinding Wheel Assortment 


: 


f 


aa. of 
G 


RINDING WHEELS 


GRINDING WHEEL DIVISION : 
SIMONDS SAW & STEEL COMPANY | - 


2iWOube 2VA & @LEET COWbYHA | 
@HIMDIVG MHEEF Dis iclow 


This is the grinding wheel assortment that 
will give you more sales and increase your 
profit in this particular line. The various 
wheels are selected to meet the demand of 
the Hardware trade. Not only is it designed 
for quick sales service, but it is also a very 
attractive display which takes up a minimum 





of space when displayed on your counter or 
case. It carries 12 high-quality Abrasive 
wheels with suitable bushings to fit different 
sizes of arbors required by your customers. 

This is another sales opportunity for you. 
Ask your jobber about it or order them 
for quick delivery. 


Simonds Saw and Steel Co. 
Hardware Dept. 





Fitchburg, Mass. 
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Heft of the N 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 





“Some of them 











A young lady entered the stationery 
store and asked for a pound tin of 
floor wax. 

“I’m sorry, miss,” said the clerk, “all 
we carry is sealing-wax.” 

“Don't be silly,” she snapped. “Who'd 
want to wax a ceiling’? 





One aspect of the new paper money 
issue has received too little attention. 
In your eagerness to acquire the bills, 
which for a time will be curious as 
something new, do not forget that in a 
month the current bills will become 
curious as something old and rare. 
Then you will be glad to possess some, 
will you not? 

You do not positively have to turn 
the old bills in. Keep back a trunk full 
of $5, $10, $20, and $1,000 bills. In a 
few years you can exhibit them to 
astonish your friends. And _ your 
children will appreciate having some- 
thing unique to play with—Detroit 
News. 


Doctor—‘I will give you a local | 
anesthetic if you think it necessary.” | 

RatiLroAap Man—‘“Well, Doc, if it’s 
going to hurt I reckon you had better 
cut out the local and run me through 
on a sleeper.” 





In a certain western town a beauti- 
ful chorus girl sued a rich banker for 
breach of promise and was awarded | 
ten thousand dollars. Shortly after | 
leaving the court she was hit by 4 
street car and had eight ribs broken. | 
The same judge awarded her eight dol- | 
lars. 

Moral: Never play with a woman’s 
heart—kick her in the ribs. 

—Pike Phertilizer 





And really, now, don’t you think | 
there is something pathetic about a 
horsefly sitting on the radiator of a 
truck? 





When an automobile stops along the 
road in daylight, that’s trouble. When 
it stops at night, it’s romance. 





And boy, page Emily Post! We've 
discovered some people who used a 
fork in the road for a spoon. 





Mrs. Alden—“Do you ever flatter 
your husband?” . 

Mrs. Brearley—“Yes, I sometimes 
ask his advice about things.” 





Lightning never strikes twice in the 
same place. It does a good job the 
first time. 





Rachel—“Is Abie good looking?” 

Tillie—‘Vell, he vas until he got his 
nose caught in his fadder’s cash reg- 
ister.” 





You wouldn’t knock thé jokes we use. 
Could you but see those we refuse. 





He—“Wonderful night, a beautiful 
girl—what a combination.” 


She—“Heavens, is that showing, 


| too?” 





The meek-looking woman with shell- 
rimmed spectacles was applying for a 
driver’s license. 

“How many miles have you driven?” 
asked the official. 

“Fifty thousand miles—and never 
had hold of the wheel” interposed her 
husband, stepping up. 

She got the license. 





Lazy Mike: “I have a new position 
with the railroad company.” 

Weary Rhodes: “What is it?” 

Lazy Mike: “You know the fellow 
that goes alongside the train and taps 
the wheels to see that everything is 
all right? Well, I help him listen.” 





Father (awaiting news) — “Well, 
nurse, will it use a razor or a lip 
stick ?” 





Sympathizer—“How’s your insom- 
nia?” 

Incurable—‘Worse and worse. I 
can’t even sleep when it’s time to get 

’ 


up.’ 





Beneath the spreading chestnut tree 
The smith works like the deuce, 
For now he’s selling gasoline, 
Hot dogs and orange juice! 





Teacher—“Did your father help you 
with this problem?” 

Briteboy—“No, I managed to get this 
one wrong by myself.” 





Abe—“Do you play golf vit knick- 
ers?” 
Levi—“No, vit white people.” 





a 
There was a timid knock at the door. 
“If you please, kind lady,” said the 
beggar, “I’ve lost my right leg——” 
“Well, it ain’t here!” retorted the 
woman of the house, as she slammed 
the door. 





The young man had just driven home 
from college, at the close of the term. 

“Did you pass everything ?” anxiously 
asked his mother. 

“Everything but two Buicks and a 
Hudson—they must have had _ aero- 
plane motors in ’em!”’ 





HYMN OF THE NEWLYWEDS 


Can-opener, ’tis of thee, 

Friend in emergency, 

Of thee we sing. 

When burnt brown is the steak, 
And sinks the ten-pound cake, 
Oh, kitchen king! 

You sa-a-ave us from tummy ache, 





I envy you, little lightning bug, 
You worry not a bit, 

For when you see a traffic cop, 
You know your tail light’s lit. 
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No. 801BH Garage Set 


able— 


to handle the 


Natienal 


line of 
Garage Hardware 


Because there is an active and growing 
demand created by user satisfaction 
through the many years that National 
has served the trade. Quality is defi- 
nitely associated with the trade name 
NATIONAL—the worth of the mer- 
chandise is never questioned. 


The attractive sets illustrated are the 
final word in garage door equipment 
—complete in every detail, with full 
directions for installing. These fea- 
tures speed up sales on this excep- 
tional hardware—profits are steady— 
every set is a sales leader. 


If you are not in the list of National’s 
prosperous group of dealers, we invite 
you to join now. 


Write for further information 





National 


makes hardware to serve every building pur- 
pose—a complete line. The items below are 
all big sellers: 


BARN DOOR HANGERS HALF SURFACE BUTTS 


MORTISE BUTTS 
ORNAMENTAL HINGES 


BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES CUPBOARD TURNS 
SCREEN HARDWARE SASH LOCKS 
STRAP AND TEE HINGES __ SASH LIFTS 











National Manufacturing Company 


Sterling, Illinois 
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Palatial Hotels Demand the 
Best Equipment Obtainable | 





That’s why the Edgewater 
Gulf Hotel at Edgewater 
Park, Miss., decided upon 
Lawson-Milwaukee Spring 
Hinges. In equipping a 
building with good hard- 
play 
their part in contributing 


ware these hinges 





the kind of SERVICE that 
guests at such a hotel have 


Send 





a right to expect. 


for Catalog. 


Keep your stock down and yet complete— 


buy one line— 
The Lawson-Milwaukee line of spring hinges 


MILWAUKEE STAMPING CO. 
Milwaukee, Wis., U. S. A. 


Chicago Office, 230 W. Superior St., Chicago, IIL. 
New York Office, 416 Broadway, New York, N. Y. 
Boston Office, 120 Pearl St., Boston, Mass. 
Seattle Office, 521 30th Ave., South, Seattle, Wash. 
Los Angeles Office, 701 American Bank Bldg., Los Angeles, Cal. 
New Orleans Office, 202 Balter Bldg., Los Angeles, Cal. 
Dallas Office, 1002 Woodlawn Ave., Dallas, Tex. 


LAWSON-MILWAUKEE 
Spring Hinges 














A Paint Inspection Service 
Is a Business Builder 


(Continued from page 39) 


and the dealer with this type of service gets a reputa- 
tion for selling high-grade paint just because he sees 
to it that it is properly applied. 

2.—It protects the dealer against unfair complaints 
because paint is blamed by professional as well as ama- 
teur painters when the fault lies in inadequate surface 
preparation, incorrect dilution or poor stirring, painting 
in weather either too hot, cold or damp and for many 
other reasons. Many paint sellers lose paint re-orders 
because of faulty handling of materials. Show the 
paint purchaser how to use paint properly, and you'll 
save many a surface and many a sale. 

3.—It shows a dealer what his paint will do under 
varied conditions, thus making a better paint salesman 
out of him. 

4—It puts the dealer first in line for re-orders on 
paint as well as an opportunity to get other business 


from such customers. 


How Paint Research Aids 
the Trade 


(Continued from page 41) 


commercial possibilities of growing tung oil trees on 
American soil. This resulted in the organization of the 
American Tung Oil Corporation, with Mr. Gardner as 
general manager and a board of nine directors. Work 


dS 


| was started on the groves in November of that year. Two 
| hundred and seventy acres of land were selected, the 


majority of them planted with tung oil trees and the 
balance reserved for nursery purposes. Seedlings were 
also raised and distributed to farmers for planting on 
their own land, and the plantings now extend through 
Alabama, Louisiana and Mississippi. In the spring of 
1928 the Great Southern Lumber Company obtained 
10,000 young trees from the American Tung Oil Cor- 
poration and planted them at Bogalusa, La. To date 
about 5000 acres have been planted with nearly 500,000 
trees. And the corporation is not only working toward 
an American supply of tung oil, but is endeavoring to 
enhance production throughout the world. 

It is worth while for the dealer to keep in touch with 
the work of the Institute, for the more paint knowledge 
he has, the better equipped he is to give satisfactory ser- 
vice to his customers. 
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Let Your Jobber’s Salesman 
Help You 


(Continued from page 38) 


He has studied the class of goods that these houses 
offer, and in most cases is able to offer competitive mer- 
chandise to his dealer friend. 

He finds in the perusal of these catalogs that the local 
dealer by buying the same class of goods can equal and 
even better mail order values. 

He does run across occasional exceptional values, such 
as items at his own catalog net prices, and certain other 
items at close to dealers’ cost, and informs Mr. Retailer 
of this. He also informs his own buyer, and sometimes 
is able to prevent its recurrence—only sometimes, how- 
ever. 

He shows Mr. Retailer how these “loss leaders” of 
the catalog are made to sell other goods, and advises him 
to “go thou and do likewise.” 

He recommends that the dealer include all the prom- 
inent mail order catalogs in his store library and use 
them as buying guides. 

He preaches the value of turnover as related to profit, 
and accents the fact that an overbuy—say a six months’ 
supply of one article, takes just as much space and 
money as a one month’s supply of six articles, yet the 
latter will show him six times as much in sales. He 
shows the dealer that to get full return from all his 
investment he must make it turn. 

He points out the possibility of a new delivery truck 
by taking advantage of cash and prepayment discounts. 
He also emphasizes the desirability of a good credit 
standing. : 

He talks the advantages of concentrating purchases 
with a very few sources of supply, and the saved time, 
additional service, closer cooperation and price conces- 
sions that may be had from such concentration. 

He shows Mr. Dealer that some of his lost volume is 
gone with obsolete goods, and recommends close-out 
sales, replacing them with newer lines which will sell. 

He advocates simplified stocks and is conversant with 
what has been done by the U. S. Department of Com- 
merce in its simplification program. 

He tells Henry Brown that unless he has adopted sim- 
plification and is striving to eliminate all items that do 
not turn and consequently do not bear a profit—he is 
nullifying all that has been done for him by the Depart- 
ment of Commerce. 

He shows his dealer that it is possible for another 
dealer with a small part of the first dealers investment 
to make much more money if he gets a greater turnover. 

He proves that too much time is spent arguing price 
with salesmen when real dollars are to be made planning 
sales campaigns with the salesman’s help. 

He watches his collections sheets closely knowing that 
a paid-up customer can always be sold, and advises a 
dealer to watch his collections closely, with a view of 
more sales. 

He knows the advisability of good banking connections 
and the desirability of keeping the banker posted on what 
the dealer is doing, and advises absolute frankness with 
the banker. If money is needed to discount bills, add 
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Million 
People 
Will 
Read About 


ARCADE:TAYS 


They will ask for them in your toy department. The 
cumulative power of ten years of national advertising has 
made this leading cast iron toy line well known by chil- 
dren all over the United States. Good Housekeeping and 
Child Life have carried Arcade advertising for years and 
now on November 24, sixteen of the largest city news- 
paper comic sections will run a half page in colors, featur- 
ing Arcade Toys. 


Already orders are being received in large quantities 
for immediate delivery of fall stock. More and more 
merchants are opening their toy departments for late 
summer and fall business. By placing your order now, 
you may be assured of prompt delivery. As you do with 
your own customers, we urge that you place your Christ- 
mas orders early and avoid the rush. 


ARCADE: TOYS 
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Polly Prim Portable 


Clothes Line Reel 


This handy clothes reel of a thousand 
and one uses has proved a tremen- 
dous seller for dealers all over the 
United States. 







No article on the market combines 
as many features as the Polly Prim 
Portable. Used in the 
room of the girl at 
s ch o o 1—especially 
adaptable for the tour- 
ist whether camping or 
in the hotel room—ex- 
cellent for the house 
with children, as well 
as countless other uses. 


Another excellent fea- 
ture is the hovk, which 
makes it possible to 
hang the Polly Prim 
Portable anywhere — 
on the doorknob—the 
limb of a _ tree—the 
towel bar, or a thousand 
other places. 


Each Polly Prim Porta- 
ble is packed in an attractive indi- 
vidual display carton. It has eighteen 
feet of quality tubular braid and 
comes in the prevailing popular 
colors—Red, Green, Blue, and Yellow. 


Write for prices to— 


PATENT NOVELTY CO., Inc. 


Fulton, Illinois, U. S. A. 






































that is 
Out-Selling 
all others 


in 
EUROPE! 


No. 201/7’’: Burn- 
ing time, 44 hours. 
Height, 15% in. 
Weight, with 
chimney, 2.94 Ibs.; 
without chimney, 


2.27 Ibs. Tinned. 





E famous Feuerhand 
(Firehand) Lantern— 
known all over Europe as 
the best hurricane lantern 
ever made—is destined to be 
the fastest-selling lantern in 
America. Customers quick- 
ly recognize the superior 
Feuerhand features. Feuerhand 
Lanterns have a thicker tin coating 
than any other make—are abso- 
lutely rust-proof. Storm-proof and 
shock-proof. One-piece oil con- 
tainer—guaranteed not to leak. Let 
Feuerhand—the finest 
and fastest-selling lan- 
tern on the market— 
increase your lantern 
profits. Write today 
for information about 
complete line of styles 
and sizes. A. H. Leh- 
mann & Co., Inc., 132 
Front Street, New York 


No. 260/10”: Burning 
time, 20 hours. Height, 
13.4in. Weight, with 
chimney 2.64 lbs.; with- 
out chimney, 2 lbs. Tin- 
ned, gold- and copper- 
bronze finish. Extra lgege 
filling cap. 


Mi 
ni 


WAND 


La =A8) 


Manufactured by Hermann Nier, Beierfeld, Germany 


| lines or enlarge a store he advocates acquainting his 
banker with that fact and getting his banker’s expert 
advice. He reminds his dealer that although we are the 
wealthiest nation in the world—that we borrow money 
within our ability to pay, is evidenced by the fact that 
we owe $18,000,000,000. 

He is friendly and sincere with the store organizations 
on whom he calls, and helps his dealer get concerted 
action and maximum effort from his store force. 

He offers little sales talks periodically to the retail 
salesmen, and plans sales campaigns with his own mer- 
chandise. 

He brings his dealer, from week to week, his readings 
of trade papers—the wheat separated from the chaff— 
and advises Henry Brown to find an hour or more each 
week for his trade paper, too. He shows Henry how 
foolish the “haven’t got time” excuse. 

He reads his trade paper advertisements carefully so 
that he may know more about newcomers in the mer- 
chandise field, and to augment his knowledge of older 
items in the hope of becoming a cyclopedia of informa- 
tion on things hardware. 

He can recommend bookkeeping helps if the dealers’ 
records are inadequate. 

He knows exactly what his house is doing at all times 
to put his retailer in a position to cope with competitive 
offerings and influences his firm’s buyers to buy the kinds 
and brands of goods his dealer needs. 

He brings pressure to bear on his advertising depart- 
ment to get Henry Brown the kind of dealer’s helps 
which Henry will use, and has a clear, concise idea of 
what those helps are. 

These are but a few of the many helps a jobber’s sales- 
man can render his dealer. These are the kind of helps 
his dealer stands most in need of. In this battle of the 
century—‘‘Kid Chain vs. Battling Independent’”—Henry 
Brown has two important seconds in his corner—the 
forward-looking salesman and the progressive jobber he 
represents. 

Look to your jobbed and your jobber’s salesman for 
this kind of help. In the great majority of cases you will 
receive it freely. If not, change your source of supply. 


CALENDAR REFORM 


To gage business sentiment concerning calendar re- 
form the Chamber of Commerce of the United States 
will submit by referendum to more than 1600 organiza- 
tions constituting its membership the question whether it 
is desirable from a business viewpoint. 

This will be only a first step in determining whether 
| the Chamber shall enter the lists as an advocate of the 
| proposal, concerning which there is a divergence of 
opinion on the part of American business men. 

A special committee of the Chamber appointed to con- 
| sider the subject of calendar reform submitted a majority 
report, recommending that the divisions of the year in 
| the present calendar should be so changed that there will 
| be greater uniformity in length and that the weeks 
| should be fixed in relation to the divisions of the year 

in which they occur that there may be increased com- 
| parability between business results in the corresponding 
| division of other years 
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IS NOWA STAPLE, 
NO LONGER IS IT 
CONSIDERED ONLY 
A —— ‘“ 


(This is the comment 
of a New York State Dealer 
who has sold Hardware 
since Civil War Days. 





‘ie FARRAN D cA _—— Tool 
Rapid Rule 9 ModenCftsman 


The Farrand Rapid Rule has taken its place, like a 
watch, among neat and efficient measuring devices. Like 
a watch, it is accurate in performance, dignified in ap- 
pearance, and instantly available for use. Also as watches 
have become the standard for measuring time so have 
Farrand Rapid Rules become the standard for measur- 
ing space. 

The Farrand Rapid Rule is a continuous 
strip of high carbon steel, plated with either 
nickel or a special rust resistant metal, and 
coiled within a small holder about the size 
of a man’s watch. When released from the 
holder, the rule blade is rigid and can be used 
to measure vertical or horizontal surfaces. 
With slight pressure the rule blade becomes 
flexible and will measure curved surfaces with 
equal facility. Action of two brake handles 
halts release of the rule blade at any desired 
point, or the blade may be removed entirely 
from the holder. No mechanism within the 
holder to get out of order. Rule blade is 
slightly concave, and is its own spring. It 
instantly projects itself from the holder when 
brake handles are pressed, and a push on the 
extended portion returns it quickly into the 
cup. 

Rule blades may be obtained in either of 
two finishes, nickel plated or plated with rust 
resistant metal. Steel blade is the same. 
Rust resistant blade recommended for out- 
door work where rule is exposed to rust and 
corrosive influences. 

Rule holder is made in two finishes: Model 
A, nickel plated highly polished by hand; or 
in plain brass of machine finish. Holders are 
identically the same with exception of finish. 

Rules, when purchased in dozen lots, come 
packed in neat display box, pictured above. 
Easel displays for window or counter aid in 
moving these rules rapidly. 

Distributed through wholesalers. 


Manufactured by 
Hiram A. Farrand, Inc. 
Berlin, N. H. 


CAn American 
Product ~ 
CAccurate and 




















Durable. 























Z Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 





Manufacturing Co 
ERIE, PENNSYLVANIA 





yanch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batt rch 
San Francisco, 703 Market St. 
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REGISTER 


Adjustable 
10 in. to 19 in. 


In resporise to the widespread demand, an attractive new Dull 
Brass finish has been added to the handsome Black and Oxidized 
Copper finishes in which “GEM” Adjustable Register Shields 
were already available. You should sell a lot of them. 


For all size registers. “GEM” Floor Shield, 
Black retails at $1.25; Dull Brass or Oxidized 
Copper at $1.50; “GEM” Wall Shield, Black, 
65c; Dull Brass or Oxidized Copper, 75c. 











1140 BROADWAY. NEW YORK,NY 
Buy Senta vOouR JOBBER 




















Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 
Sweden. 


Butt Beveled edge. 
Regular Beveled 
edge. 

Socket 
Chisels. 













are made from 
the finest Swedish 
charcoal steel, sturdy 
and well made and 
craftsmen and lovers of 
good tools appreciate their 
known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 
We carry a fall line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 “wr St., New York, N. Y. 
Minneapolis, Mina. Seattle, Wash. Montreal, Can. 






















Colorful, modern Pines, 
especially designed for 
window displays, back- 
grounds and settings. 
Used by foremost win- 

& dow designers during 
the entire year. 


North Ridge Pines *#!0¢ FREE 


A new item is our 5-foot 
PINE—to trim windows of full- 
sized merchandise — furnished 
»lain or frosted. North Ridge 
ieaes are furnished in sizes 
from 4 in. to 60 in. high. 


Send Today 


Catalog showing many 
window trims and com- 
»lete line now ready. 


Copy FREE. 


Freeport, Illinois 





NORTH RIDGE PINES 





MODERNIZE! 


Make your store pay undreamed of profits as 
did Prince of Bloomington, Indiana, who says, 
“Our sales have been so far beyond our expecta- 
tions that we give the store layout and fixtures 
full credit.’’ Let us show you how. No obliga- 
tion, Clip this ad to your letterhead and mail 
TODAY, or ask for Catalog 73-A. 


- << 
WC. HELEER K CO. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St.- 500 





“GEM apsustaste | 


SHIELDS | 





The Post Office Box 


(Continued from page 49) 


duction of prices to the people is not one of the real 
objects of these organizations, nor is their tendency 
necessarily in that direction. If it occurs in a par- 
ticular case it is only because it-accords with the pur- 
pose or interests of those managing the scheme. 

““Their tendency is to crush out individual intelli- 
gence and to hinder or prevent the full use of human 
faculties and the full development of human char- 
acter. Through them the small trader is in danger 
of dislodgment from the proud position of being his 
own master, watchful of all that touches his country’s 
prosperity, in which he has an individual lot, and in- 
terested in all that affects the advantages of business 
of which he is a factor, to be relegated to the level of 
a@ mere appurtenance to a great machine, with little 
free will and with no duty but that of passive obedi- 
ence, with little hope of opportunity of rising in the 
scale of responsible and helpful citizenship. _What- 
ever may be their economic advantages, their general 
effect upon personal character, prospects and useful- 
ness cannot be otherwise than injurious.’—Grover 
Cleveland.” 


Here is a letter from New England: 

“Although an entire stranger to you, I am taking 
the liberty of writing to you to record some observa- 
tions, any or all of which may long ago have been 
observed by you. You may come to entirely differ- 
ent conclusions than I do. 

“T happen to be fifty-four years of age and have 
been in the hardware business since a boy, with the 
exception of ten years spent in the general store busi- 
ness. I have worked in five different hardware stores, 
three retail and two wholesale, so I am somewhat 
acquainted with the business. 

“Years ago we sold much kerosene oil, receiving 
it in carload lots. The oil then came in blue wooden 
barrels. As I recall that was the first thing to change. 

“Since the war we have noticed a great falling off 
in the tool business. At first we blamed it on the 
dumping on the public of surplus stock after the 
war, but surplus stock does not last ten years. Then 
why the drop in sales? 

“Horse shoes, pincers, shoe knives, horse shoe nails, 
toe calks and rasps dropped with the going out of 
and the going out of wagons and carriages 
has about done for axle grease. The total sales of 
these few items used to be considerable. Then add 
the harness oil and blacking and shoe thread and wax 
and you have a sizeable addi- 


horses, 


for mending harness, 
tion. 

“We used to sell shovels by the dozen, six dozen 
and more, but now a sale of three at a time is a big 
sale. All that has happened is that the steam shovel 
and the automatic digger now do the work of many 
men with shovels. We knew our tool business had 
dropped off, and we have tried to find the reason 
why. We find the condition is not confined to our 
locality. A salesman here several days ago, from a 
large concern in Connecticut, which has always made 
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-hatchets, informed me that his concern has stopped 
making hatchets entirely as there is so little sale for 
them. We have noticed that for some time we have 
sold few hatchets. We used to keep a full line, five 
sizes of broad hatchets, two each of shingling and 
lathing, also barreling and half hatchets. 

“Then in planes, the sales have dropped off, and 
one will find that where on a job years ago each car- 
penter had his own planes and worked up his frames 
and sashes, now it all comes fitted from the factory, 
or if not all done, an electric saw and trimming ma- 
chine on the job does all the trimming and fitting. I 
hardly believe that we have sold more than one No. 
54 or 55 combination plane during several years. 

“The sale of monkey wrenches has gone into a de- 
cline since autos came in because there are not the 
nuts on wagon wheels to be loosened and tightened. 

“With all these losses of sales the dealers seem to 
have gone into a panic, but for a reason far too re- 
mote from the real reason. The cause of the panic 
seems to be the chain stores, and the only answer 
seems to be the open display which has spread like 
the mumps or measles, catching some new place every 
day. 

“As a result of this craze for open display, the 
American merchants are giving their customers a lot 
of cheap stuff, which may be worth all or more than 
the prices asked, but is not much of it from foreign 
countries, and is it not going to further put a big dent 
in the business of the American manufacturers? Will 
not the continued sale of these cheaper foreign tools 
mean further decreased sales of high-grade American 
tools and the final extinction of some?” 


* -k 


Many people from the West are going to the seashore 
on their vacations. Others are going to the mountains. 
It seems all of them pass through New York and spend 
a few days here. New York, like Paris and London, 
has its summer population. There is a saying that in 
August Paris is populated by Americans. Following 
the same idea, we may say that in August New York 
belongs to the West. We are enjoving many visits from 
our western friends. It is a problem how to entertain 
visitors and at the same time answer correspondence 
promptly. 

+s 


Here is a tip: Don’t waste your time and money going 
to the South Sea Islands. The South Sea Islands are 
out of date. Just go to any of our seashore resorts. The 
only necessary equipment for a successful vacation is a 
small handbag—very small, for a bathing suit—and a 
ukelele. The American girls do not need a high tariff 
to protect them against the competition of their sis- 
ters in the South Seas. It is all the fashion now to 
acquire a coat of tan. The young girls on their vaca- 
tions are now the color of the South Sea Islanders any- 
how. If we had a few palm trees on the beach, the illu- 
sion would be complete, but the last thing the girls wish 
these days is shade. What they want is sun—plenty of 
it, and sons—plenty of them! 















INDIANA 
Xtra Quality 


SHOVELS | 


| Made 
foes) ania 
> Indiana } 
Used 
Everywhere 





mI 


Write for Literature 





INDIANA ROLLING MILL CO, 


New Castle, Indiana | 


They Sell 


easily because 
they servewell 


Quality is readily apparent in Fair- 
mount Drop Forged Tools. They sell 
readily wherever they are displayed. 

But what is equally important is the 
fact that once the workman uses these 
tools, he is thereafter a Fairmount 
booster and a steady customer. 

Tempered and forged by skilled 
workmen who are instructed to “build 
in a maximum of service,” these tools 
stand an unbelievable amount of 
punishment. 

Thus, do they sell easily because 
they serve well. And thus do they 
become highly profitable for the hard- 
ware merchant. 

The popular numbers shown here 
are made in a variety of types and 
sizes. Prices and descriptive material 
will be sent on request. Write today. 


)irHe 
LFAIRPOUNT 


e 
| 1061! QUINCY AVE CLEVELAND, OHIO I? 
FAIRMOUNT TOOLS GIVE SERVICE AND SATISFACTION 
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OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 


these columns weekly. 


The 
PORTS as_ found 


MARKET RE- 


in 


HARDWARE AGE are 
the most authentic pub- 


lished. 


Use them as a buying 


guide. 














the 


Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 


Speed Up 
Wheels of 








Verified News of Retail 


Stores 


ARIZONA 


Casa GranpE—George N. Hall has opened 
the Hall Hardware & Supply Co., suc- 
ceeding W. H. Hooper & Son. 

PHOENIX—Maris Lumber & Supply Co. 
has taken on a stock of hardware at its 
store, 1400 S. Central Ave. 

Tucson—Tucson Hardware Co., W. I. 
Crenshow, proprietor, has moved to 319 
N. Fourth St. from 61 E. Congress St. 


ARKANSAS 


JonesBoro—Johnson-Berger & Co., Inc., 
recently suffered a fire loss, but is repair- 
ing and improving its building. 


CALIFORNIA 


Hottvitte—Imperial Valley Hardware Co. 
is enlarging its store building and erect- 
ing a warehouse. 

Los ANGELEsS—Kilius Hardware Store, 
3815 Eagle Rock Blvd., is planning to 
erect a new building at 3070-7014 Valle 
Vista Drive. 

Los ANGELES—Western Hardware Co.., 
3904 So. Western Ave., has succeeded 
John A. Davis. 

Los ANGELES—W. S. Simons, 6611 S. Nor- 
mandie St., has taken over the business 

| of R. E. Beaudreau. 

| SAWTELLE—West Los Angeles Hardware 
Co., at 11318 Santa Monica Blvd., is a 
consolidation of Wells Hardware Co. 
and the Builders’ Hardware Co. 

NortH SACRAMENTO—Mapes & Mordecai 
have opened a retail store at 2430 Rio 
Linda Blvd. 

TurLockK—Hedman Hardware Store has 
been opened at 223 E. Main St. 








| 





COLORADO 


LovELAND—Ferguson-Fairbairn, Co. 
been formed at 433 Cleveland Ave. by 
J. A. Ferguson and M. L. Fairbairn, 


both men having had extensive hardware | 


| experience. 
CONNECTICUT 
SaysprooK—Charles King has opened a 
| retail store on the 
| this town. 
| ILLINOIS 
| CuicAGo—Erickson & Bjorn, 7834 S. Hal- 
| sted St., have moved to 8012 S. Ashland 
Ave. The firm also operates a store at 
1400 W. 103rd St. 
| Cuicaco HertcHts—John Michalek has 
| moved from 1620 Otto Blvd. to a new 
| store at 60 Illinois St. 
| O’Fatton—Ohlendorf’s hardware _ store 
has been opened on East Second St. in 
this place by Adolph Ohlendorf, who was 
formerly affiliated with his father in an 
implement firm. 
| Harrispurc—Clark-Hawkins Hardware & 
Furniture Co. has succeeded Clark- 





Martin-Hawkins Hardware Co. 


has | 


3oston Post Road in 


| 








| 


| 
| 
| 
| 


| 
| 
| 





PALATINE—Henry L. Bockelman & Son 
are planning to remodel their store in 
this town. 

MonmoutH—Ivan Marsh Imp. Co., 211 
W. First St., is planning to move into 
a new building in July. 


INDIANA 


Wyatt—Wyatt Hardware Co. has been 
organized here by C. V. Hall & Joseph 
Bendit. 

TerrE Haute—W. Ed. Armstrong, 1209 
Wabash Ave., is going to remodel and 
expand his store. 

ZI@NSVILLE—C, C. Ryan & Son has taken 
over the business of H. E. Hill Hard- 
ware Co. 


IOWA 


Maprinp—-Geo. E. Hutton is continuing the 
hardware business of the former Hutton 
& Lucas firm. 

Hospers—C. P. DeJong is now conducting 
the business of Olbekking & DeJong in 
this place. 

HarttEy—Glade Hardware has_ been 
opened recently. The partners of the 
business were formerly in business at 
Ocheyedan. 

NortH EnciisH—N. S. Miller Hardware 
is remodeling the interior of the store. 
Sroux Ciry—Peete Hardware & Tool Co. 
has recently been incorporated. The con- 
cern was organized 20 years ago and has 

branches at Hamton and Lake Park. 

MaraATHON—Smith Hardware Co. has pur- 
chased the Marathon Hardware Co. of 
this place and is operating it as Mara- 
thon Hardware. 


KENTUCKY 


CATTLETTSBURG—Watson-Harper & Co. 
have succeeded the Byron Hardware Co. 
of this place. The company also oper- 
ates as W. P. Watson & Co. in George- 
town Ky. 

MonTIcELLo—A. Casteel has acquired com- 
plete interest of Shearer & Casteel of 
this place. No changes are announced 
in firm name or policies. 


MARYLAND 


Be: Arr—The Electrical & Hardware Co. 
is now operating in this city. 


MASSACHUSETTS 


Jamaica PLatn—George J. Nolan will 
soon open a retail store at 462 Centre St. 

WINCHENDON—Collins Hardware Co., 86 
Front St., has taken over the businesss 
of Harry F. Shields. 


MAINE 


BatH—Harold L. Troop is making exten- 
sive alterations to his store. 
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MICHIGAN 


Homer—M. R. Mickle & Co. has succeeded | 


to Adams & Mickle hardware store of 
this place. 


Detrroit—The Everett-Taylor Co., at 21732 
Grand River Ave., is the successor to 
Jenks & Everett. 


MONTANA 


Bittincs—Custer Hardware Co., Inc., has 
recently been reorganized. It was found- 
ed 21 years ago. 

Ronan—Fred J. Martin is the owner of 
the Ronan Hardware Co., which recent- 
ly opened for business. 

ScopEy—Paus-Strom Hardware & Furn. 
Co. is the continuation of Strom Hard- 
ware & Furn. Co., with a new partner. 


DootEy—H. N. Stenseth is continuing the 
hardware business of the former Ehr- 


hardt & Stenseth. 


MINNESOTA 


Morton—D. F. & J. L. Keefe have suc- 
ceeded to Keefe & Lussenhop of this city. 
KENNETH—H. Vande Velde is the suc- 
cessor to Harry Hoffman of this place. 


MINNEAPOLIS—Falls Hardware Co., 4008 
Minnehaha Ave., is erecting a one-story 
addition. 

Futpa—The old hardware store of John 
Hyslop’s has been incorporated as Hyslop 
Hardware Co. 


The Use of Wall Paper 
For Show Cards 


(Continued from page 51) 


as you would hold a lead pencil, keep- 
ing the fingers well down on the 
brush handle. This will enable you 
to keep a steady hold on the brush 
and help to control each stroke bet- 
ter. Do not grip the brush too tight- 
ly. This is a common mistake so 
many beginners make at first because 
it will surely make the hand shake 
and eventually bring on the “writer‘s 
cramp.” 

The following exercises are very 
important before anything else. First 
make six upright strokes, six horizon- 
tal, six oblique, six right angle, six 
crescent or semi-circle strokes. These 
are the principal strokes used in the 
formation of the numerals. 

The proper use of show cards will 
eliminate a good deal of price quot- 
ing and_increase sales. Some people 
hesitate to ask the price of merchan- 
dise these days. Goods marked in 
plain figures are sold more readily 
and save time and mistakes. 











Gilbert’s No. 4614 


Popular base alarm with heavily nickel plated case 
and reliable 40-hour movement. 
the following colors: Red, Green, Blue and Yellow. 


Write for prices on Gilbert’s Complete Line of Base Alarms. 


WILLIAM L. GILBERT CLOCK CO. 


Chicago Office Main Office: 
10 S. Wabash Ave. Winsted, Conn. 200 5th Ave. 














Dazey Churns 


sold only through 


Jobbers and. Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
do by Good Housekeeping 
Institute, State Agricultural Col- 
leges, andScientific Buttermakers 
everywhere. It is strictly a 
“Quality” Churn. Only the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns, 


DAZEY SHARPIT 


All purpose household Sharpener. Re- 

quires no skill. The original Sharpener 

of its type. Patented grinding wheels. 

Attractively finished in rust-proofelectro 

= Furnished with removable, re- 
le 





versible clamp. 


Order from Your Jobber 


Dazey Churn & Manufacturing Company 


St. Louis 








Also finished in 


New York Office 
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No. 979 


GLASS CUTTER 























) 


Made InU.S.A. 


GLASS CUTTER by the Sovlomiths, 


IT’S A THOROUGHBRED, our forty years’ experience as quality tool manufacturers is in this product. 


The wheel, of larger diameter, is made from a very high grade special tool steel correctly hardened. 












The Glass Cutter is designed and built to meet the most exacting requirements of the glass trade. 







Its superior performance makes it a favorite and a good seller. 






Packed in attractive individual cartons, also Counter Displays. 


Place your order quickly 












57 Wells Street, 107 Lafayette Street, 38 No. Clinton Street, 139 Queen Victoria St., 


Greenfield, Mass. New York, New York Chicago, Ill. London, Eng. 











GOODELL-PRAT T COMPANY a4 olsmiths GREENFIELD, MASS. U.S. A. 


GOODELL-PRATT 


eT ole) by (ele) He 





I SECTIONAL 
A VIEW 





New-Way Gtant 
DOOR HANGERS 


Myers New-Way Giant Door Hangers need no 
introduction. They have been nationally adver- 
tised and sold for many years. Since the original 
Myers Door Hangers were first introduced the 
line has been constantly enlarged and improved 
until today there is a Myers Stayon or Tubular 
Door Hanger for every size and type of sliding 
door for barns, garages, storages and other A 
buildings. emi, ADJUSTABLE 

Many patented features guard against competition. Myers J | | TO MOVE 
quality assures customer satisfaction. If you are not familiar / bs THE DOOR 


with Myers Stayon and Tubular Hangers and their many 
improvements write or wire us for catalog and information. come 












































MYERS NEW WAY GIANT 
TUBULAR GIRDER TRACK 





| ADJUSTABLE 
TO RAISE 
OR LOWER 
THE DOOR 









TH F.EIMYERS & BRO.c¢o. 


ASHLAND, OHIO. 


over Fifty Years of MYERS HONOR-BILT PUMPS for Every 


Manufacturers for Purpose. 
AY RAIN UNLOADING TOOLS - BARN.FACTORY and MYERS TRACK COVER 
— SYSTEMS HAY DOOR HANGERS- STORE LADDERS, Etc. 
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USE 
REED & PRINCE 
MANUFACTURING 
COMPANY 


Quality 
Products= 















Reed & Prince Screws have cleanly 
cut, accurate threads, heads of true 
diameter with uniformly deep slots, 
accurately centered. Reed & Prince 
products include all types and sizes 
of wood, machine, cap and set 
screws, stove bolts, sink bolts, 
hanger bolts — perfectly fitted with 
true center nuts —and rivets, 
burrs, nuts and many special 


products. In all finishes—plain, oil as Tal ae 
nickel, brass, copper-plated, = 
cadmium, chromium, Sher- 

ardized or hot galvanized. * D bl A e 
Every product is backed by the 10r voupbie cting 





Reed & Prince high standard for 


quality, accuracy and service. FLOOR CHECK 
Z Jor Light Interior Doors 


A mechanism of such ingenious design that it 
civilizes light interior doors,—preventing that objec- 
tionable and barbarous “flip-flap.” A pantry or din- 
ing room door controlled by “Rixson Junior” swings 
easily in either direction and, when released, settles 
gently to rest at center. 


Its design, howevér, is its only delicacy, for in 
durability it has the family trait of all Rixson Checks, 
—rugged endurance. The “Junior” is simply made 
for a particular class of doors. Within its range this 
Rixson Check will give the same satisfactory service 
as its bigger brothers, at a considerable saving in cost. 


Write for details, or see Sweet's 
Architectural Catalog. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, IIl. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


= a v 
a) 
} SS 


Builders’ Hardware 


REED & PRINCE MFG. co, iia ethene Oss? Mien 


sd pe _— aawes. ——— Rg Ao 
oor Checks, Double Acting justable Ba inges 
A VU. S Olive Knuckle Hi B Pi d Bol 
WORCESTER, MASS.,U.S.A. || site nscte Hinges" Butts. "Pivot and Baits 
WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 
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E REMINGTON WEEKLY LET TER® 

































SAY, MR. MERCHANT, A FEW MINUTES’ GLAD YOU CAME BAcK’, MR. JONES, 
AGO I BoUGHT A Remington, POCWET THE CORRECT PRICE. 13 #172, 


KNIFE For 150 AND I JUST DISCOVERED 
THAT YOUtre CLERK ONLY GAVE ME 
$325 W CHANGE 


FOR A FIVE 
DOLLAR BILL. 


LETS Go To THE CASH REGISTER 
AND SEEK WHo WAITBD 






~ 








OO 


sl dil ER 








THIS Remington REGISTER SHOWS THE GUESS ‘You'RE RIGHT. PARDON 
LAST TEN SALES IN PLAIN SIGHT. SEE? ME, BUT WE ALL. MAME MISTAKES’ 
HERE IT 13, You PAID #12 OCCASIONALLY. 






































~ om f 
’ e vs & 
<a ; 

LEZ 
/, U/, 

= a 

LH ia? ns 

nS — 

PE Sas io 

POP aaa 

> Te 











— ir 
| 
WELL, THAT'S JusT WHY I'VE Got A Remington cas REGISTER. 
IT SAVES A LoT OF ARGUMENT SoMETIMES AND NOBODY GETS 
SoRE.1T PROTECTS MY CUSTOMERS, PROTECTS MY CLERHWS', 
AND OH! BoY! ir prorecrs' 


MY vee 







































































HARDWARE AGE for AUGUST 22, 1929 89 















WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 
THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Los 


Milton Pray Co., San Fr geles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 

















ot OC ULTRY. NETTING 


ed Before and Galvanized c4fter Weaving? 


—— oo OE EO 
4 X \ \ 
“A (4 
t I nish J 







and Profit with 


In Grad des 


eLeck j for the tag, carrying our name, at the end of every roll! 


g a The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 





Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth i in all Meshes and Comee 


New York City 





_ ww 


e helps build your 


business .. 









The demand for “Acme” Ball Bearing Caster 
The public wants 





is constantly increasing. 






“Acmes” and progressive dealers everywhere 





handle these modern casters. 










Repeat sales. A greater market. Generous 


These are the reasons for “Acme” 


profits. 





popularity. Roll an “Acme” along the counter, 





or on the palm of your hand. The easy, quiet, 






ball-bearing feature quickly sells the customer, 


Write 






with consequent profit for the dealer. 






for sample and catalog. 









From your Jobber Send for Catalog 








THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE NEW YORK 


Agents: J. C. McCarty & Co. 
253 Broadway, New York City 



















This - 
Board sells 
tools like a 
star salesman 
Put one in your store 


for - Carpenters, 
Plumbers, Auto and 
























Aviation Mechanics, 
Machinists, Tinners, 
Concrete workers to 






see. 
A Plomb tool user is 
a Plomb tool cus- 
tomer for life. 








Send for our Complete 
Catalog—we sell you direct 
and Advertise Nationally 


PLOMB TOOL CO. 


2209 Santa Fe Ave. 
Los Angeles 


1146 W. Lake St., Chica 
4306-36th St., Lege Island “City, 
N 














Immediate Delivery 
from 
Warehouse Stocks 
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370 ATLANTIC AVE, 





BOSTON, MASS. 








= ¢ 


“> al 


THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive oficers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
number 40 which hardware wholesalers handle paints 
and varnishes. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores orene Stee and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
oodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indisp ble in ic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the yar issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 









Hinged Malleable 
Pipe Vise 
A very popular item in its 
Oswego line. Made in six sizes to 
take pipe up to’4%”. A vise that 
will stand the gaff. 
THE OSWEGO TOOL COMPANY 
Oswego, N. Y. 













YERS CHReN 
STORELADDERS 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
ake ible an jent for clerks and stock men 
to handle with absolute for 








safety—to insure quick service 

wholesale or retail trade—install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 

head track system, firm construction throughout, eliminate vibra- 

tion and noise and produce a ladder of ample stren 

safety, co i and efficiency. One style _ of 

design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 

mE FE MYERS & BRO.co. 

ASHLAND, OHIO. 














PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 







-_ 














DISPLAYS FREE 






to 
that sell tools 
12 BIG LINES or 
FALLS 
° . advertised to ma- 
chinists, automotive Dealers 
workers, carpenters, 
manual training schools, 
home tool users, etc. 
Braces. Levels. Hand 
and Breast Drills, Hack- 
saw Blades, Hacksaw 
Frames, Automatic 
Tools, Mitr * geo 
Planes, Auger Bits an 
Soneming BES ~ MILLERS 
tensions. Nail Set< an 
Punches .. . and the FALLS CO. 
New Electric Toolshop. Millers Falls, 
Write for particulars. Brace Display No. 600 Mass., U. S. A. 





Make Your Wants Known 


If it’s Hardware you have for sale or want 
to buy—make your wants known in Harp- 
WARE AGE, the “News-business” paper of hard- 
ware retailers and wholesalers all over the 


United States. 


Harpware AcE will bring buyer and seller to- 
gether at minimum cost. 
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EST. 1857 


TRADE MARK 
S HEC 


TT 


Mathias 


Established Established 185/| 


mo NO LEEN: 


& Sons 









interest you. 


Reg. U. 8. Pat. Off. 





Refrigerator and Builders’ 
Hardware 


We are now preparing for your fall busi- 
ness. New additions to our lines will 


Better Hardware in Brass and Bronze 


Greene Tweed Corp. 
Cc 1 9 Liberty St., Newark, N. J. Cc 0 











Reg. U. 8S. Pat. Off. 





WALWORTH. 














SEGAL KEY CUTTER 


Pays for itself in a few months. 

~d Bey any one can operate it, 
by hundreds of Hardware 

Deale ers with great success and 

profit. 

See eee ee ee eaaua aa 


Segal advertisements in mag- 
azines will reach over 26 
million people. A lock must 
“protect as well as orna- 
ment” is the sales story 
they tell. This powerful ad- 
vertising will send more 
people into your store for 
Segal locks and hardware 
for homes, apartments, of- 
fices, garages, factories, etc. 
Stock and display Segal 
products for greater profits. 
Write for free literature and 
full details. 


Segal Lock & Hardware Co., me; 4 


57 Ferris St., Brooklyn, N 











Walworth Company, General Sales Offices: 
51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 
















The symbol of quality 
in chain 


There is an ACCO Chain for 
every industrial, farm and home 
purpose—in bulk or made into 
specialties. Concentrate on this 
profitable quality line. Made by 
the world’s largest manufacturer 
of welded and weldless chain. 


AMERICAN CHAIN COMPANY. Ine. 
Bridgeport, Connecticut 























Burgiar-Proef 
Jimmy-proof CKS and 
Locks bo ae Padlocks 






















FAULTLESS 






CASTERS 


Canadian Factory: Stratford, Ontario 





FAULTLESS CASTER COMPANY tx'stewa 
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Motor Car 
Dusters 





Skunkhair 
Gum handle 

















WILLY EISENMENGER 
Ludwigsburg (Germany) 
















Sell 


e-Marke 
Colvin Pure Manila ROpe 
The famous GUARANTEE on the red, white and blue 
Tape-Marker is the greatest protection ever offered to 
dealers and~users. 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches :— 


New York Chicago Boston New Orleans Philadelphia 














Keep Stocked 


Meet the steady, profitable de- 
mand for COES Wrenches by 
keeping stocked on the popular 
selling sizes: 6” to 21”. We'll 
keep up the Quality. 












BEMIS & CALL CO., Springfield, Mass. 


Make your custom- 
ers your friends 
also; sell them 


IVER JOHNSON 


Shot Guns. 





It’s good business. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Chicago 
108 W. Lake St. 


New York 
151 Chambers St. 


San Francisco 
717 Market St. 











‘| CCONSTRUCTION 


the new SNELL Construction Bit 


or: stronger, tougher 


Bmit to withstand the everlasting drive of power 
Pal ee geal Bits stand the gaff—Snell designing 
and metal does it. 

Write today for catalog. 

















iT 


SNELL MANUFACTURING COMPANY 
FISKDALE, MASS. 




















































Refrigerator Dishes 


oe Refrigerator 
Dishes. One set 
SS (four items) in case. 
y/ Trade price set, $2.94. 
——— Retail price set, $4.40. 
Also shipped individ- 
ually, twelve in case. 
Your jobber has them 
in stock. 


*Trade-mark “PYREX” 
Reg. U. S. Pat. Off. 


| CORNING GLASS WORKS 























CORNING, N. Y. 











RITE for Water 
System Catalog 
K which gives 
complete informa- 
tion on Deming 
Shallow and Deep 
Well Water Sys- 
tems for practically 
all requirements. 
THE DEMING CO. 
Salem, Ohio + Est. 1880 
~ 





FIGURE 1809 


Oil-Rite Shallow Well 
Power Pumps made in capacities 
of 550 to 3000 gallons per hour. 


Demin 





SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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Allith 


ROLLING LADDERS. 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 








Simplex 
Screw Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal . 


Templeton, Kenly & Co. Pipe Pushers 


EST.1899 


Chicago, EU. SA: 


have been famou 
for Years 





im plex Lever Jacks, 





and Trench Braces 


Ss 















“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 

Write for prices 
AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 


Tools 
in 
Three 
Styles 


Six 
Sizes STeRuee ee > 






If you want Good Tools look for this Trade Mark. The 
tool steel Jaws are firmly clamped between steel Plates. Scien- 
tific Leverage allows tremendous cutting power without great 
muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money Makers. 

If your Jobber cannot supply you, write us for Literature 
and Prices. 


CAROLUS MFG. CO. Sterling, I. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


































Armstrong Bros. 


Write Today 
for oe g 


Reversible 
Ratchet Stocks 


This stock is indispensable on some work 
—threading pipe in awkward corners, etc. 
Tt will often save its cost on a single job. 
Fits all standard dies within its capacity— 
reverses instantly, and will thread a pipe 
end projecting but aninch. From the line of 
ARMSTRONG BROS. Better Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave. CHICAGO 












L 


Moe’s Line—A standard high grade line of Modern Poultry 
Equipment—Everything needed and nothing better made. 
, Write for Catalog and Prices. 


HOEFT & CO., Ine. 
2305 Davis St. — North Chicago, IIl. 











POULTRY SUPPLIES 

















Known and Trusted 
for their unfailing 
accuracy™ 
BS 


BROWN & SHARPE 
Mele) A 


“World's Standard of Accuracy” 

































SOLDERAL 


REAL METAL Solder 
in Paste Form— EE 
Packed in atc 
Collapsible 


. X > 

iN 
i 
id 


Greatest Soldering Convenience 
Ever Invented. 

Every Electrical Connection 
orIntricate Job Needs ~ 
SOLDERALL. 









Il 


| 
i 


ig 




























ANS THE SOLDERALL CO. Newark,N.J. 











(YResults Guaranteed Equal to Wire or Bar Solder. 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








Set ~" Fa eg of 5 lines. 
Each additional line 
All Capi a8 Minimum of 5 lines.. 4. 
Each additional line. 
Average 10 words to a line 
Allow One Line for Keyed Address 





Remittance Must Accompany Order 


Hardware Age, Classified Op ppor- 
tunities, 239 Wes yg © a st.. New 


Discounts for Classified Advertising York 
4 insertions, 10% ~< 8 insertions, 15% 
° 





Harpwars Acs is published each Thursday. 


Forms close Nine Days previous to date ef 
publication. 





Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box num 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





HARDWARE MANUFACTURER WISHES TO SUBLET office and 
storage space in the heart of the New York Wholesale Hardware District. 
We have facilities to handle incoming and outgoing shipments, phone calls 
and office details. Rental would be reasonable. Address Box I-482, care 
of Harpware AGE, New York. 





FOR SALE—Hardware, paint and housefurnishing store at Beach resort 
in New York City. Best business location, new Heller fixtures, clean stock. 
Long lease, reasonable rent. Must be seen to be appreciated. Address 
Box I-456, care of Harpware AGg, New York City. 





Hardware and Housefurnishing Store in best lo- 
Modern Heller fixtures and 
New York. 


FOR SALE—Paint, 
cation in Baldwin, Long Island, New York. 
clean stock. Address Box 1-484, care of HARDWARE AGE, 


HELP WANTED 











MEN WANTED 


Exceptional Opportunity—Write Today! 


Salesmen with practical plumbing and heating experi- 
ence wanted to take charge of department in Mont- 
gomery Ward & Company chain stores located through- 
out Illinois, Wisconsin, Iowa, Indiana and Michigan. 
Unusual opportunity for advancement. Write fully. 
Consideration based upon information in first letter. 
Address Box I-487, care of HARDWARE AGE, New York. 














WANTED—A high class sales executive to take full charge of sales 
for an old line Company that has been in the tool manufacturing busi- 
ness for 23 years, with no Sales Organization. Staple line. Can prove 
large profits with medium volume. ust be of proven ability and take 
financial interest. Address Box 1-477, care of HARDWARE AGE, New York. 





POSITIONS WANTED 


am 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 








MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 











Zs 





SALES MANAGER now available on account consolidation. Nationally 
known for over fifteen years. Endorsed by leading hardware authorities. 
Successful sales record in all branches. Knows credits and collections. 
Address Box 1-485, care of Harpware AcE, New York. 





POSITION WANTED by a Hardware man experienced in the follow- 
ing lines: Builders’ Hardware, Tools, Mill, Factory, Contractors and Cabi- 
net Makers Supplies. Location immaterial. Address Box 1-483, care of 
HarpwareE AGE, New York. 





SALESMAN 12 years’ experience in wholesale and retail hardware 
line desires permanent connection with reputable wholesale or retail con- 
cern. Address Box 1-490, care of HarpwarE Act, New York. 





SALES ACCOUNTS WANTED 





WANTED—Factory connection on several hardware and kindred lines 
for the states of Montana and Wyoming by experienced hardware sales- 
man who has traveled that section for eighteen years. Address Box 
1-491, care of Harpware Ace, New York. 





SALES organization selling to Jobbing Trade in Southern States 
including Texas and Oklahoma desires to represent one or two reputable 
manufacturers. Address Box I-471, care HARDWARE AGE, New York. 


SALES REPRESENTATIVES WANTED 








RELIABLE Hardware Manufacturer has opening in established terri- 
tory consisting of Ohio, Kentucky, West Virginia and part of Tennessee. 
Will only consider experienced high-grade salesman with knowledge of 
builders’ hardware. Prefer man acquainted with hardware dealers in 
that section. Give all details, names of last three employers and present 
occupation. Replies held confidential. Address Box 1-489, care of 
Harpware AcE, New York. 





SALESMEN—SIDE LINE MEN WANTED for non-competitive line of 
scatter size Axminster rugs. This is a live line of low-priced Axminsters 
that can be sold from quality sample and color plates to Department, 
Furniture, Floor Covering, Hardware, Housefurnishing, and General 
Stores. Give references, lines carried, and territory covered in applying. 
Greenwich Carpet Co., Inc., 7 West Burnside Avenue, New York City. 





MANUFACTURER OF pistincsive ane UNIQUE LINE OF 
WA ITY FO 
EP ENT! 
I CH _ STATE—LIBERAL MMISS 
PLEASE REPLY IN DETAIL. a ana BOX 1-462, CARE OF 
HARDWARE AGE, NEW YORK CIT 





WANTED—Sales agent to sell on commission basis, a complete line of 
BUILDERS’ HARDWARE made by one of the largest builders’ hardware 
manufacturers of this country, in the States of Arizona, New Mexico, 
Colorado, Wyoming, Montana and Utah—or any part of such states. Ad- 
dress Box I-475, care of HARDWARE AGE, New York. 





EXCELLENT opportunity for commission salesmen calling on the hard- 
ware, electrical and plumbing supply —- and mill supply houses to 
handle a quality line of Hack Saw Blades at a better price. Address 
Box 1-486, care of Harpware AGE, New York. 





WANTED—Commission man to sell well known hardware and cutlery 
line in Pennsylvania. Must be experienced and produce results. Address 
Box 1-488, care of Harpware Acz, New York. 





Pama Seine SALES Se ee item for “gre 
ealer Salesmen rit t t t 
Box 1415, care of Herdecre Ans, ene. Adress 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





EXPERIENCED BUILDERS’ HARDWARE SALESMEN to repre- 
sent us in the States of Illinois, Indiana, Iowa, Kansas, Kentucky, Minne- 
sota, Missouri, Nebraska, North Dakota, South Dakota, Tennessee and 
West Virginia. Give complete information, stating age, experience and 
references. Chantrell Hardware & Tool Co., Reading, Pa. 


MANUFACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already been 
established. In replying state lines now carried, houses represented and 
exact territory covered. Write Box I-464, care ‘of HARDWARE Ace, New 


York City. 








ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast sotling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
{Foot of Wall St., and East River). 


COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
pand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acge. New York City 











Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 


or Salesman with some responsible Hardware company. 
And right now some one may be looking for you. 


The best meeting place is in the Classified Opportunities Section of Hard- 
ware Age. 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 
Classified Opportunities Dept. 
HARDWARE AGE, 239 W. 39th St., New York 


lel 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


SEND FOR FREE SALES CES HELPS on the 
GENUINE ARMSTRONG PIPE TOOLS and VISES 


* FOLDERS * CIRCULARS * CUTS * SIGNS * HANDY CATALOGS * ETC. * 
When writing mention whether you are interested in imprinted literature. 


THE ARMSTRONG MANUFACTURING COMPANY _ Founded 1869 295 Knowlton St., Bridgeport, Conn. 











A praeticeal 
transit that’s 


proven 
seller 
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No allowance will be made for errors or failure to insert. 
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be taken to index correctly. 
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A box chock 
| | full of friend- 
| ship for your 
store. 











How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 











POPULAR OVERNIGHT! 


STOCKS WITH LEADING JOBBERS 
WRITE FOR PRICES 


(2D INDEPENDENTIOCKCOGD 


FITCHBURG, MASS. 








BRANCHES—New York, Philadelphia, Baltimore, Chicago, 
Detroit, Los Angeles, San Francisco 











“REFILLS: I: you are one of 
WS) ment: Packed the fortunate dealers 
ren| idea who have a DOMES 
ind%t.go9 OL SILENCE Dis- 
per grow play Cabinet, keep it 

on your counter 
working for you. It 
pays good dividends 
on the small space it 
occupies. 


DOMES of SILENCE 


If your Jobber 
cannot supply 
you—write 
us direct. 








grades of Sliding 

Casters, Pin 

Slides, Felt Slides, 
etc. 


DOMES of SILENCE, Inc. 
21 Pearl St., New York City 

















Superior 
Brand 
Hardware 


Cloth 


Smooth, round 
standard size 
wire. | 
Even mesh. 
Straight selvage. 
Bright and 
thorough galvan- 


izing. 





G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 

















HARDWARE AGE for AUGUST 22, 1929 


hse ee BR > 
Substantially Founded: 


Some of the largest tire businesses in America have been built 
upon tires and tubes manufactured by the Pharis Tire and Rub- 


ber Company. 





Ei cee: ae , of our business today is from concerns 
who bought from us more than three years—some as long 
a peicht 

Certainly, continuous relations such as these speak volumes 
for our ability to give our customers a high grade product at a 
price low enough to compete at 


We can do the same for you—Write us. 


THE PHARIS TIRE & RUBBER CO. 
NEWARK, OHIO, U.S.A. 





THE 
PHARIS 
IDEA 


] Sixteen years ago Carl 
Pharis said: “If we 
build a good tire 
and sell it with- 
out warehouses, stores, 
branches or salesmen, 
to responsible concerns 
who pay their bills, we 
can undersell our com- 
petitors and furnish a 
better product.” 





\ 
OTNRIS TF 








HARDWARE AGE for AUGUST 22, 1929 








Meet | ond Beat ; 
Competition in 
EVERY PRICE CLASS 
with WOOSTER BRUSHES 











(Retail selling prices given below allow you a generous profit) 


VARNISH 
BRUSHES 


Varnishbrushes \@, 
rom 10c << 
to $3.00 


ASSORT- 
MENTS 


Handsome assortments 
that “pep up” brush sales 


SOFT HAIR 
BRUSHES 


Fine oval and soft hair 
brushes from 9c to $5.75 


WALL 
BRUSHES 


Wall brushes 
from 45c co $6.50 


STUCCO 
BRUSHES 


, Stucco brushes 
Zl from $1.25 to $6.50 


KALSOMINE 
BRUSHES 


Kalsomine brushes 
from 95c to $12.50 


ES 


=== Paperhangers’ 


—————_—-_ = aste and smooth- 


TT ha oo 


HANGERS 


Whitewash brushes 
from 20c to $13.35 


WHITEWASH 
BRUSHES 


LANEOUS 


Painters’ eeheen from 70c to $3.15; 

roof brushes from $1.00 to $3.50; stencil 

brushes from 25c to $2.00; sash tools 

from 20c co 80c; stippling brushes from 

40c to $6.00, artists’ brushes from 8c 

co $1.90; floor brushes and counter 

dusters from 85c to $10.70. And count- “Ted the Tester” _ 

less other brushes at all price ranges Wooster brush, Not 
a bristle budged. 
An actual test. 


WOosTeR BRUSHES 


The Nationally Advertised Paint Brush Line 











